


T long last, electrical men are getting 
A stcames up over this matter of adequate 
wiring. An all-industry committee has 
been set up. “Les” Latham and John Busey 
are the wholesaler members. A national pro- 
motional campaign is rapidly shaping up. 
What constitutes wiring adequacy is no 
longer a moot question, for the new Hand- 
book of Interior Wiring Design sets definite 
and authoritative standards. 


But all this is only ground work. Mr. 
and Mrs. Average American know nothing 
of wiring adequacy. In fact, they are bliss- 
fully oblivious to the inadequacy of their 
present wiring. ‘They want modern bath- 
rooms, new rugs and new automobiles. They 
must be made to want adequate wiring—and 
the responsibility for creating this want rests 
with every man in the electrical industry. 
Mr. Average Builder spends only as much 
for wiring as he has to spend in order to sell 
his houses. The selling must be directed to 
the buyer. 


We need more Sam Hibbens to go around 
the country and dramatize the fact that, 
when wires are too small, our lamps and our 
appliances are forced into a “slow-down 
stride.”’ Earl Whitehorne suggests a gadget, 
something like a sight meter, that will trans- 
late voltage drop into current that is paid 
for, but not delivered. We need this, too. 
We also need a more colorful expression 
than ‘‘Adequate Wiring’—and ‘Full Com- 
fort Wiring” has been suggested. 
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Why Not Four Per Cent? 


We need more than this. We need a 
yardstick that can be quickly applied by any- 
one, layman or contractor or builder, as a 
measure of wiring adequacy. 


What “Full Comfort Wiring” actually 
costs is disclosed in Electrical Contracting 
for April. Estimates are given for wiring a 
Ladies Home Journal $7,200 house in two 
ways—a bare necessity layout, and a full 
comfort layout—with various types of 
materials. Using armored cable, and with- 
out a range circuit, the wiring came to 1.5 
per cent of the total cost of the house on the 
bare necessity basis—to 4.1 per cent with 
“full comfort” provided. 


ERE, then, is our yardstick—four per 

cent. Let us shout from the house tops 
that four cents out of every building dollar 
should be spent for wiring. Let us con- 
tinue to shout, until, this fact becomes in- 
delibly impressed on the mind of every home 
builder, home buyer and home owner. 


Once the public comes to demand a four 
per cent job, builders will spend four per cent 
and, when they do, our sales of wiring 
materials will more than double. 


Let’s sell this FOUR PER CENT idea—let’s 
talk it on the job and off the job—let’s adver- 
tise it locally and nationally. Let’s put it 
over, then we can follow through with our 
gadgets and our handbooks. 


a FF Mh: 
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A useful, economical line for installation in 


places where dampness makes the porcelain 
socket preferable. Cap and body snap to- 
gether easily and securely. Designed for easy 
wiring to the interior and a quick job of in- 
stalling. Available only in assembled form; 


caps and bodies not sold separately. 
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HaH SNAP-CAP 


Porcelain Sockets 





The SNAP-CAP Line includes Key, Pull and 
Keyless types (illustrated), with Catalog Numbers 
and descriptions as follow: 


Cat. No. 


? 


9303 - 
9304 - 
9305 - 
9306 - 
9313 - 
9314 - 


Pull with Pendant Cap. 
Pull with 4” Cap. 

Key with Pendant Cap. 
Key with 3” Cap. 

Keyless with Pendant Cap. 
Keyless with §” Cap. 


Standard Package 100. Carton 10. 


"SOLD THROUGH youR ‘HART & HEGEM AN DIVI SION eitistt'cAt WHOLESALER | 
eisai 1 ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, OO) a 
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Make Your Customers 


Like You! 


TUDY the careers of successful men and 
you find an important characteristic 
common to most of them—a great capac- 

ity for friendship. 

And in no business is a ‘Great Capacity 
for Friendship” more important than in the 
business of selling. 

Many books have been written about sell- 
ing, and something can be learned from each 
and every one of them. A great many “Do’s” 
and ‘‘Don’t’s” have been set up and laid down 
for the salesman to follow and they are not 
without point. Speeches have been written 
and orations delivered to, and for, salesmen 
and they are effective, but— 

To be a real successful salesman, remem- 
ber this one thing after you’ve forgotten 
everything else — 

“Make Your Customers Like You.” 

Price is important, quality is necessary, the 
reputation of your firm paramount, but, if 
your customer likes Jim, Joe or Jack better 
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than you because, let’s say, Jim, Joe or Jack 
saw to it that he did—boy, your’s is a tough 
job! 

And vice versa ! ! ! 

Of course, many birds with ingrown dis- 
positions and halitosis have been successful 
salesmen—but they carried a whale of a 
handicap. 

Many rules, regulations and ideas regard- 
ing the development and cultivation of friend- 
ship can be set down (Matter of fact, one of 
the season’s best sellers has been written 
around that subject) and they’re all helpful. 
However, the secret of making friends is 
fundamentally your own capacity for friend- 
ship. Cultivate it and you'll Reap Big 
Rewards. 

To be cheerful, thoughtful and helpful is 
to be friendly. 

To be friendly is to be liked. 

And to be liked is to be successful! 

Try it and see ! ! ! 

















Abbott of Revere 


Specializes on Coffee Makers 


By A. B. CONKLIN, JR. 


Assistant Editor, Electrical Wholesaling 


ECAUSE a wholesaler’s salesman had an idea, and 

because he followed through on that idea, sales of 

glass coffee makers by the Revere Electric Co. have 
increased every year since 1929, and last year sales of this 
item alone touched the $100,000 mark. 


Ross Abbott is the man who is 
responsible for this showing. Since 
1921 he had been selling supply 
lines for Revere. Among his cus- 
tomers - were several midwestern 
utilities, which were aggressive 
merchandisers. From his observa- 
tions of their methods he realized 
that, if he could persuade them to 
get behind glass coffee makers with 
some real promotion, they would 
sell and sell fast. So he started 
out to push Silex and has been 
pushing it ever since. 

At first, he continued to devote 
the greater portion of his time to 
the sale of supplies. Now he gives 
95 per cent of his working hours to 
glass coffee makers. 

During these years he has learned 
much about the merchandising of 
the product. Among his findings is 
the fact that demonstration is the 
keystone upon which coffee maker 
sales are built. Further he has 
learned that his firm’s earliest skep- 
ticism, based on the assumption 
that too much glass breakage would 
occur, was based more on hearsay 
that actual knowledge. Since Ross 
began sending in orders, calling for 
shipments of these Pyrex pieces to 
numerous points about Lake Mich- 
igan, the tinkle of breaking glass 
has been noticeably absent. 

To date, Abbott has applied no 
mysterious formulae to the moving 
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of coffee makers. His methods are 
sound and can be applied by any in- 
telligent salesman, who can visual- 
ize the unusual sales possibilities 
existing in his own territory. 

From the start, the “Silex Spe- 
cialist’”” was aware that merchan- 
dising coffee makers differed mark- 
edly from selling cable, wiring de- 
vices and other supplies. He found 
that he was expected to help build 
public interest and acceptance. To 
do this he had to dramatize coffee 
makers through the use of demon- 
stration. 


Why Demonstrations 


Knowing that demonstration ne- 
cessitated “showing ’em how”, Ross 
took the appliance home one night 
to school himself on coffee making. 
Before snapping off the light he 
considered himself fairly well qual- 
ified to show his customers and the 
public just how simple it was to 
prepare first class coffee in a glass 
maker. 

Concerning the value of demon- 
strations, he says “The success of 
selling this type of merchandise is 
principally due, not only to selling 
the merchandise, but to the follow- 
ing up of each retail outlet with a 





ROSS ABBOTT, the Silex Chef 


sales-demonstration for the benefit 
of sales people as well as their cus- 
tomers.” 

From his years of selling expe- 
rience Abbott has found it isn’t 
so difficult to sell a man a bill of 
goods, but if the merchandise fails 
to move, subsequent trips will not 
be profitable. This sometimes hap- 
pens even if the merchandise is of 
good quality. It is to avoid this 
situation that he puts on his chef’s 
hat and goes to work. 

When he stages a show in a re- 
tailer’s establishment, he not only 
creates interest as far as the retail- 
er’s customers are concerned, but 
he also gets the attention of the sales 
staff. By listening and observing, 
the dealer’s personnel learns the 
features of the product, and are 
then able to bring forth sound, in- 
telligent facts when selling glass 
coffee makers. 

Abbott does not stage his demon- 
strations on a regular schedule, only 
when a reasonable opportunity pre- 
sents itself. As he travels from 
Minocqua, Wis., on the north, to 
Michigan City, Ind., on the east, 
and as far south as Champaign, IIl., 
it would hardly be practical to be 
“booked” too far in advance. In 
each community Ross chooses an 
outstanding retail operator with 
which to cooperate on demonstra- 
tions. He numbers among his best 
retail outlets utilities, electrical and 
department stores, with the former 
accounting for 60 per cent of his 
volume. 

This specialist advocates the prac- 
tice of novel but inexpensive sales 
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Five years ago Ross Abbott, supply salesman for 
the Revere Electric Co., Chicago, decided to be- 
come an expert on glass coffee makers. Now, from 
southern Illinois to the north woods of Wisconsin, 


the trade knows 


him as _ the 


“Silex Chef’’. 





ideas. For example, one of his first 
stunts took place in Racine, Wis., 
several years ago. He marched into 
the headquarters of radio station 
WRJN and said, “Boys, I have a 
proposition. If you will give Silex 
coffee makers and such-and-such a 
store a few plugs during the day, 
I'll put on my chef’s hat, and serve 
coffee and sandwiches for all you 
microphone addicts.” 

His suggestion went over in a big 
way, and that day many housewives 
of Southern Wisconsin learned 
something about glass coffee mak- 
ers. The cost was low, the station 
attendants had some good coffee, 
the local dealer was pleased and 
sales climbed. 


Publicity Helpful 
When Ross plans a demonstra- 





Every year since 1929 

Revere'’s coffee maker 

sales have set a new 
record 
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tion with a retailer he lays the 
groundwork beforehand. He has a 
number of chef-photos available to 
be used for advertising and public- 
ity purposes. Usually ads appear in 
local papers to the effect that 
“R. J. Abbott, the Silex Chef” will 
demonstrate his products at the 
“Brown Electric Store.” These an- 
nouncements, in addition to the 
dealer’s mailings, invariably draw 
good crowds. 

In showing glass coffee makers 
either to retailers or a group of 
their customers, Abbott does a 
reason why selling job. Here are 
a few of the statements he makes 
to bring out the merits of this 
appliance: 1, coffee will be free 
from metallic taste; 2, coffee is 
never bitter because it is prepared at 
a temperature of not more than 194 
degrees; 3, a saving on the coffee 
bill results because measuring re- 
quires a teaspoon, not a tablespoon ; 
4, sanitary because it is easily 
cleaned, and 5, thorough filtration 
eliminates sediment and grounds. 


No High-Pressure 


Although the type of demonstra- 
tion depends on the size and mood 
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AT ELECTRIC SHOWS and deal- 
er demonstrations, Abbott is 
often assisted by young la- 
dies dressed in Colonial cos- 
tumes 


of his audience, each of these facts 
is always emphasized. High pres- 
sure is carefully avoided for Ab- 
bott feels it is neither necessary nor 
desirable when selling a_ reliable 
product. Furthermore, his demon- 
strations usually take place in coop- 
eration with a local dealer and it 
would be most unfortunate to leave 
the customers with a bad impression 
of either the dealer or the product. 

He makes no attempt to sign up 
the dealer’s customers, for his job is 
to demonstrate the advantages of 
glass coffee makers. It is the re- 
sponsibility of the dealer’s sales peo- 
ple to follow through and actually 
close the sale. 

His many demonstrations 
throughout the Lake Michigan area 
have firmly established Ross Abbott 
with the trade. His work has meant 
added business for the dealers and 
they have the highest regard for the 
Chicago specialist. His name is di- 
rectly associated with Silex. So 
much so that, when he walks into 
one of his dealer’s stores he is fre- 
quently greeted with “Here comes 
old man Silex.” His dealers have 
done a job on this line not only for 
themselves but for Revere Electric 
and the manufacturer as well. 

Ross Abbott has made an out- 
standing record on a type of appli- 
ance that is handled by nearly all of 
his competitors. He has done it 
with the aid and backing of his 
firm’s fine facilities, because he has 
done the “usual” in an “unusual” 
way. He has succeeded in making 
his customers, and their customers, 
in turn, coffee maker conscious. 














LicHTING OF Exuusits. Combination mercury 
and Mazda units, both trough and flush types, 
provided color correction at the Ford Motor 
Co.’s display at Chicago’s “Century of Progress” 
exhibition. 















A typical industrial installa- 


HicuH Mounrine. 
tion. Mercury vapor lamps (400 watt) with 
glassteel diffusers provide high-intensity light- 





ing over each bay. In the center bay, high 


mounting units are installed above crane run- 
ways. 
















Mercury AND Mazpa. An excellent industrial 
application, providing a sharp definition of 
detail. Each unit contains three Mazda lamps 
and one 250-watt mercury vapor lamp. 


BuFFING AND PotisHinc. The improved visual 
acuity of mercury vapor lighting reduces spoil- 
age. These glassteel diffusers each contain three 
Mazda lamps and one 400 watt mercury vapor 
unit. 





















Prospects For 


Mercury Vapor Lighting 


Are Easy To Find 


T the present time, there are 
three commercially available 
high intensity mercury vapor 

lamps. The 400 watt, H-1 lamp 
was first made available to the pub- 
lic in 1934, followed by the 250 
watt, H-2 lamp in March, 1936, 
and then the 85 watt, H-3 lamp 
in June, 1936. Since the 400 watt 
lamp produces 16,000 lumens, the 
250 watt lamp 7500 lumens and the 
85 watt lamp approximately 3000 
lumens, these lamps have an effi- 
ciency of 30 to 40 lumens per watt, 
as compared to 12 to 15 lumens 
per watt developed by the low pres- 
sure mercury arc lamp. 

Of these three lamps, the 400 and 
250 watt sizes are the most widely 
used for general lighting installa- 
tions. The 85 watt high intensity 
mercury vapor lamp was originally 
designed as a light source of high 
intrinsic brilliancy having an arc 
stream only 14 mm. in length in 
contrast with the other two lamps 
whose arc streams vary from 4” to 
6”. Its use to date has been largely 
experimental. 

The 400 and the 85 watt lamps 
consist of two bulbs, one mounted 
within the other, while the third 
lamp, the 250 watt size, is made up 
of a single bulb. In each of these 
are mounted two electrodes, one at 
either end of the tube, with a third 
electrode located at the based end 
of the 250 and 400 watt lamps 
which is connected by means of a 
resistor to the lead supplying the 
electrode at the tip end. This elec- 
trode serves several purposes. It 
facilitates the initial starting of the 
lamp and reduces the time required 
for the lamp to restart following 


current interruption. In order to 
operate the lamps satisfactorily, 
auxiliary equipment must be used 
with each lamp to regulate current 
flow through the lamp. 

Although a few people will be 
encountered who look upon the 
color quality of the high intensity 
mercury vapor lamp as being ex- 
tremely objectionable, the fact that 
the major part of its energy, gen- 
erated in the visible spectrum, falls 
in the yellow green area to which 
the human eye is most sensitive, 
makes this type of light source 
highly desirable where discrimina- 
tion of detail is essential and the 
differentiation of color is not a 
factor. The managements of many 
large industrial plants are convinced 
that their operators can see better, 
and with less resultant eye fatigue, 
under this type of illumination than 
any other, and have, therefore, in- 
stalled this new type of illuminant 
in great numbers. 


When Combined with Mazda 


The light from the high intensity 
mercury vapor lamp is very deficient 
in. red—therefore, objects of this 
color will be distorted, generally tak- 
ing on a brown or maroon appear- 
ance. Therefore, it has been found 
that by combining the light of mer- 
cury vapor, which is relatively rich 
in violet, green and yellow radia- 
tions, with the radiations of the 
Mazda lamp, which is relatively 
strong in the yellow and red radia- 
tions and deficient in green and blue, 
that a very pleasing quality of white 
light may be obtained that is suitable 
for most color work. It should be 
borne in mind that such a combina- 
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These photographs show typical installations 





of high-intensity mercury-vapor lighting. 


They will suggest to every wholesaler’s sales- 


man dozens of prospects for lamps and 


reflectors right in his own territory 


BY WALTER W. WILDEMAN 
Westinghouse Electric & Mfg. Co., Lamp Division, Bloomfield, N. J. 


tion does not provide a strictly color 
matching light. 


Some Typical Applications 


. The Ford Motor Co. used the 
400 watt lamp with Mazda lamps 
to correct the color in a special 
fixture to illuminate their display 
at the Chicago World’s Fair (Fig. 
1). Following in the same trend, 
various installations were made in 
which both the Mazda lamps and 
the high intensity mercury vapor 
lamps were used in individual units 
or in one unit housing both types 
of lamps. By using both types of 
lamps, either in individual reflectors 
or in a single unit, the color quality 
of the light can be somewhat con- 
trolled by using various sizes of 
Mazda lamps. 

In many industrial plants where 
color is not an important factor, 
100 per cent high intensity mer- 
cury vapor lighting installations 
have been installed. Fig. 2, shows 
an installation in which only the 
high intensity mercury vapor lamps 
were used both over the craneway 
and in the wings of this building. 

In some industrial plants, the 
color of the light still remains a 
major factor. In this installation 
(Fig. 3), the combination fixtures 
were utilized. This lighting fixture 
uses a 250 watt high intensity mer- 
cury vapor lamp and three Mazda 
lamps. It is well to note how the 
small parts on the panels stand out. 

Another industrial operation in 
which polishing and buffing of 
metal was done, required a high 
level of well diffused illumination 
which was furnished by the 400 
watt high intensity mercury vapor 


lamps in glassteel diffusers (Fig. 
4). 

While these illustrations deal en- 
tirely with general illumination for 
industrial installations, the follow- 
ing (Fig. 5) shows a special ap- 
plication in which these lamps were 
used in conjunction with Mazda 
lamps. This is a special inspection 
booth in which porcelain enameled 
parts are inspected for bad or spotty 
enameling. At about 5 feet above 
the floor, a continuous row of alter- 
nate 750 watt Mazda C lamps and 
400 watt high intensity mercury 
vapor lamps are uniformly spaced 
behind a reflector which directs and 
diffuses the light into the room. 

Although the color of the light 
generated by the high intensity mer- 
cury vapor lamp is not the most de- 
sirable for certain applications, by 
adding the light from Mazda lamps 
the resultant color of light produced 
may be made to approach that of 
daylight for display purposes such 
as in show windows (Fig. 6). In 
this particular twin window dis- 
play, two high intensity mercury 
vapor lamp units were installed in 
each window in conjunction with 
the standard Mazda lighting, pro- 
ducing a clear, bright, daylight ap- 
pearance which is very striking. 

As more and more field experi- 
ence has been gained with this lamp, 
its fields of application have been 
greatly increased, and now include 
service station floodlighting (Fig. 
7) and highway lighting (Fig. 8). 

Other applications include street 
lighting, show windows, floodlight- 
ing, garden lighting, commercial in- 
stallations and, of course, a wide 
variety of industrial installations. 
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InspEcTION BootH. Defects in porcelain en- 
ameling are readily detected with mercury 
vapor lighting. Both 750 and 400 watt lamps 
are installed around side walls, five feet above 
the floor, with reflecting shields directing light 
against walls and ceiling. 


SHow Winpows. Artificial daylight is provid- 6. 
ed in each of these twin windows by two 400 

watt mercury vapor, glassteel units recessed 

into the ceilings. They supplement 200 watt 
standard show window reflectors mounted on 

15 inch centers. 


FLOODLIGHTING. Combination mercury and yd 
Mazda lighting is ideal for the modern service 
station. This installation consists of nine 400 
watt, open type, mercury vapor floodlights and 
five 500 watt, enclosed type, Mazda floodlights. 


Hicuway Licutinc. Traffic circles must be 8. 
well lighted, if motorists are to decrease speed 
and reduce accident hazards. This intersection 
at Salem Corners, Conn., is lighted with a 
single 400 watt mercury vapor lamp mounted 
in a butterfly type luminaire. 
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Will the electrical industry do a selling 
job on attic ventilation, or will it allow 
the public, through ignorance, to fall 
for the cheap, makeshift equipment now 


American Blower 


of attic ventilation have almost 


doubled each year, the total number of installations 
sold to date have scarcely made a dent in the potential 


market. 


This is undoubtedly due to the rapidly increasing 


popularity of air-conditioning but, as a matter of fact, there 


should be no conflict between the two. 


the health and comfort of the pub- 
lic, and each has its own field. There 
are many places where air condition- 
ing can and should be installed, but 
there are other places and more 
places, particularly in residences, 
where attic ventilation can and 
should be used. 

Most power companies, in their 
desire to develop new load from air 
conditioning, have made little, if any, 
effort to popularize attic cooling. 
The fact remains, however, that 
once the electrical industry becomes 
thoroughly sold on attic ventilation 
and seriously undertakes its promo- 
tion, much new business will result 
for everyone—manufacturer, whole- 
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Each makes for 
a 


saler, dealer, contractor and utility. 

In the south, particularly, the pos- 
sibilities are tremendous. Central 
heating plants are by no means ne- 
cessities. They are used only about 
60 days during the year, and an in- 
expensive oil stove is all that is 
actually needed to provide sufficient 
heat for the average home. Yet, be- 
cause of public acceptance, home 
owners willingly pay from $750 to 
$1500 for central heating systems, 
which they use intermittently during 
the winter season. 

Once the public accepts the idea 
of “COOLING BY MOVING AIR,” they 


coming on the market? 


Stands 


at the 


Cross Roads 


By L. L. HIRSCH 


President, Electrical Supply Co., 
New Orleans, La. 


will be even more willing to install 
attic ventilation. The cooling season 
is over twice as long as the heating 
season, and attic ventilation can be 
purchased for less than half the cost 
of a central heating plant. A good 
attic ventilation job, using quality 
equipment, can be installed today 
for between $300 and $400. 

Much has been learned during the 
past few years as to the best meth- 
ods of cooling by air. Early instal- 
lations merely expelled hot air 
pocketed between the top floor ceil- 
ing and the roof of the building. A 
fan was installed at one end of the 
attic, with louvres at the other and, 
as the hot air was expelled, it was 
replaced with cooler air drawn in 
through the louvres. 

This method resulted in lower 
temperatures in top floor rooms, but 
it was soon found that the same fan 
would give far greater results if the 
attic were sealed and grills placed in 

(Continued on page 32) 
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three-fourths of a foot-candle. 


One Good Job 


BEFORE relighting, the average illumination measured 


AFTER, with the old chandeliers still in place, the : 
average intensity measures seven foot-candles 
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Leads to Another 


= are two reasons why 
this church lighting job, recently 
sold by H. N. Delinger, lighting 
specialist of General Electric Sup- 
ply Corp., at Charlotte, N. C., is of 
particular interest to wholesalers’ 
salesmen. As a rule, wholesalers 
are apt to shy-away from installa- 
tions of this kind, but Delinger’s 
success at Charlotte’s First Presby- 
terian Church indicates that here is 
a broad field for lighting which the 
wholesaler’s salesman can well af- 
ford to develop. 

The other reason is that this job 
was the direct outcome of an earlier 
installation which Hugh Delinger 
had sold to the local Commercial 
National Bank. It so happened that 
A. T. Summey, vice-president of 
the bank, was also a leading member 
of the Presbyterian Church. When 
the problem of re-lighting the 
church came up, he highly recom- 
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mended Delinger as a_ lighting 
authority. 

Originally built in 1832, this 
church was remodeled in 1895, at 
which time combination gas and 
electric chandeliers were installed. 
As members wished these to re- 
main in place, Delinger was con- 
fronted with a difficult problem. 

He discussed the situation with a 
representative of the Holophane Co. 
and it was decided to suggest “In- 
bilt” units. It was found that the 


THIS PICTURE shows the 
three tilted units used for 
illuminating the pulpit. 
Also a detailed view of the 
flush type units for general 
illumination. 


lenses could be adjusted in such a 
manner as to throw light on the 
outside of the chandeliers. This 
recommendation met with the ap- 
proval of the church council and 
the order was placed. 

The contractor installed 12 double 
lens “Inbilt” units, flush with the 
ceiling. Each of these contained 
two 300-watt lamps. Supplementary 
illumination of the pulpit was ob- 
tained with three single lens “Inbilt” 
units. 































S. A. MARTIN has proved that the electrical 
wholesaler can sell telephones 


TEVE MARTIN knows the electrical wholesaling busi- 
ness, inside and out. And why shouldn’t he? Steve has 
rustled stock in the warehouse, handled the counter trade, 

traveled his own territory as a salesman, and successfully held 
down the job of sales manager for a large metropolitan whole- 


saler. 
functions, and what services he is cap- 
able of performing, both for the manu- 
facturer and for his customers. Most 
important of all, he knows how the 
wholesaler sells and where he sells. 

Hence, in 1934, when Martin accepted 
the responsibility for marketing a new 
product for an old line, direct-selling 
manufacturer, it was only natural that 
he should pin his faith on the electrical 
wholesaler as offering the best means 
of building national distribution, and 
building it quickly. Results have am- 
ply justified this faith. Within two years 
he has built up a national distributing 
organization of 330 electrical wholesal- 
ers. Their 1500 or more salesmen are 
out pushing his line every day in every 
nook and corner of these United States, 
and orders to replace their depleted 
stocks flow into his Chicago headquar- 
ters in a steady stream. 

To learn at first hand the details of 
this accomplishment one of ELECTRICAL 
WHOLESALING’s editors went directly to 
Mr. Martin. From his own modest 
statements it was quite evident that the 
real factor was a carefully developed 
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He knows from actual experience how the wholesaler 


selling plan, based upon his own whole- 
saling experience. 

It was back in 1919 that Martin, then 
a youngster of 19 years, filled his first 
order in the warehouse of a Yonkers, 
N. Y. wholesaler. Soon he was given 
a job on the counter and, after demon- 
strating his ability to handle this class of 
trade, graduated to a road job. Then 
followed a few years as salesman for 
the General Tire and Rubber Co., con- 
tacting national fleet owners, and com- 
ing back with the bacon. 

Before long, however, Martin was 
back in the electrical wholesaling game. 
It was in his blood, apparently; he just 
couldn’t stay away. He came back in 
1926, not as salesman, but as sales man- 
ager of that well known Brooklyn dis- 
tributor, the Parr Electric Co. Here, 
under the watchful eye of McKew Parr, 
he built a reputation as a sales execu- 
tive that, eight years later, brought him 
the offer of a still bigger job, that of 
launching a new product just developed 
by a prominent national manufacturer. 
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An Interview With 


S. A. MARTIN 


Merchandise Manager, American 
Automatic Electric Sales Co., Chicago 


A Problem of Distribution 


For 43 years, Automatic Electric Co. 
of Chicago, in addition to manufactur- 
ing automatic switching equipment for 
public telephone companies had been 
selling its well known line of “PAX” 
intercommunicating telephone systems 
for industrial users, institutions, etc., 
selling direct to the user through its 
own sales organization. In addition to 
these products, however, its engineers 
had seen the need for an inexpensive, 
practical telephone that could be manu- 
factured in large quantities at a low 
unit cost, and sold for thousands of 
miscellaneous uses where standard pub- 
lic telephones were not economically 
practical. Such an instrument was de- 
veloped and, in late 1934, was ready for 
the market. 

The officials of Automatic recognized 
that, to sell these “Serv-U-Fones”, as 
the new line was called, was a problem 
of merchandising rather than of engi- 
neering. Volume was essential if mass 
production was to be achieved. It was 
quite evident, therefore, that a different 
technique was required and, after con- 
siderable scouting, Stephen A. Martin 
was picked as the man to develop that 
technique. 

With his wholesaling background, 
Martin saw at once that this was a line 
of packaged merchandise which could 
best be sold over the counters of electri- 
cal, hardware and department stores to 

















In the Wholesaler 


A striking example of how the electrical whole- 


saler responds when a manufacturer protects him with a 


rigid wholesaler policy and supports him with a definite 


selling plan and proper sales cooperation 


homes, offices and all manner of small 
business establishments. Whereas sell- 
ing the old line of 100 to 2000 station 
intercommunicating systems had re- 
quired technical selling, with consider- 
able time spent in closing each sale, mer- 
chandising the new phones called for a 
far flung sales organization, calling 
regularly and frequently on retail out- 
lets and supported by adequate local 
stocks. For the manufacturer to build 
up such an organization of his own and 
establish his own warehouse stocks in 
major trading centers would obviously 
involve selling costs that would be pro- 
hibitive. 

On the other hand, from his own in- 
timate knowledge of the electrical 
wholesaling business, Martin saw in- 
stantly that if he were properly sold 
himself, and if he were properly sup- 
ported by the manufacturer, the elec- 
trical wholesaler could put these tele- 
phones across and make a good profit 
in doing so. These wholesalers al- 
ready possessed the necessary ware- 
house facilities, their salesmen were 
already established with the retail out- 





lets that Automatic needed. They were 
regularly calling on these accounts on 
an average of twice a month, and ¢on- 
tacting the larger dealers once a week 
or even more frequently. Furthermore, 
they were already warehousing and 
selling the wire and batteries neces- 
sary for installing these telephones. 


Selling a New Idea 


Martin put up such a strong case for 
the wholesalers that the management 
approved his plan of a 100 per cent 
wholesaler policy of distribution. This 
was only the starting point, however. 
The next job, and a far tougher one, 
was to sell the wholesaling trade on 
the idea that small intercommunicat- 
ing telephone systems could actually be 
packaged merchandise that could be 
sold over the dealer’s counter, just like 
flat irons or light bulbs. 

The National Electrical Wholesalers 
Association was holding its annual 
Fall meeting in Detroit that year. Mar- 
tin seized the opportunity, hied him- 
self to the Book-Cadillac, filled a room 
with his displays and proceeded to drag 
in a hand-picked group of wholesalers, 
one or two at a time, and gave them a 
hard-hitting sales talk on how they 
could make money selling telephones. 

As he expected, the wholesalers were 
skeptical; they felt that both their 
salesmen and their dealers would shy 
away from this line because they knew 
nothing of its technicalities. But Mar- 
tin had the courage of his convictions, 
he overcame their objections one by 
one, and left Detroit with several in- 
itial stock orders in his pocket. 


H. E. CLAPHAM, Automatic’s advertis- 
ing manager, who supported Martin 
with a well planned promotional 
program 
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INDUSTRIAL PLANTS provide a big 
market for private telephone systems 


The job had been made more diffi- 
cult because he was very choosy as to 
the particular wholesalers whom he se- 
lected as his distributors. He wanted 
only those who were best fitted to han- 
dle the line successfully. In fact there 
were three prime qualifications which 
Martin had determined upon before he 
started for Detroit: 1. the wholesale 
firm must have a sound reputation 
financially ; 2. its sales force must be of 
sufficient size to adequately cover the 
prospective dealer-outlets in its terri- 
tory; 3. it must have reputation for 
carrying adequate stocks of merchan- 
dise. 

On the other hand certain definite 
cooperative measures were offered to 
the wholesalers who met these require- 
ments. It is this cooperation on the 
part of the manufacturer that has been 
in large part responsible for the re- 
markable sales record achieved since 
the Fall of 1934. 

In the first place, the Automatic com- 


(Continued on page 28) 
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A Hound For Figures 


*x Sam L. Hall 


President, Electric Supplies Distributing Co., San Diego, Cal. 


ERE is another wholesaler who has come up via the 

contractor route. He developed a cost system that was 
so complete that other contractors adopted it, came to him 
for their pick-ups, and thus laid the ground work for San 
Diego’s pioneer electrical wholesaling firm. 


HIS is the story of a boy who 

always was a nut for figures. 
It is a story of how he applied this 
interest in figures to studying costs, 
to analyzing prices, to compiling 
pertinent information so that he 
could find it at his finger tips. How 
all this transformed itself into a 
crack wholesale business is a proof 
of the theory of evolution. For the 
growth of the company of which 
Sam Hall is president, is one of 
evolution to fit the needs of the 
growing city of San Diego, of the 
growth of electrical usage in that 
community. 

Not quite a native son, Sam Hall 
arrived in San Diego when but six 
weeks old, grew up in that most 
southwestern corner of the United 
States, and saw the city grow from 
7,500 to 176,000. The now famous 
Hotel del Coronado was built in his 
youth during one of the city’s early 
booms. Young Sam Hall went 
through the usual city schools, 
where he learned to like figures. 
Impatient to get started in the 
world he obtained a job at South- 
ern Electrical Co., run by the col- 
orful Carl Heilbron, which at that 
time was one of the foremost con- 
tractor-dealer establishments in the 
West. That was in 1905. Young 
Sam was man-of-all-work, but it 
was not long before he sensed the 
need for some system in handling 
the stock out of the shop. He ap- 
pointed himself a sort of shop fore- 
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man, and established the beginnings 
of a system to account for what 
came in and what went out. His 
interest in costs and pricing, his 
complete knowledge of sources of 
supply and of their stocks soon 
landed him as purchasing agent for 
the firm. 

Southern Electrical had three 
stores then. It was the first de- 
partmentalized contractor-dealer es- 
tablishment. There were no whole- 
salers in San Diego, but because 
Southern kept such an ample stock, 
local electricians kept coming to it 
for supplies they needed in a hurry. 
Sam had to keep up a system of 
costing, and gradually a wholesal- 
ing business grew out of this once 
casual service. Local contractors 
began to depend on it more and 
more. Sam applied his purchasing 
skill to obtain better prices for the 
quantities he was buying for resale. 
But the wholesale business some- 
times embarassed the firms’ con- 
tracting and retailing business. 


HUS 20years ago,in November, 

1917, it was decided to separate 
the wholesale business from the rest, 
and form a new company, the Elec- 
tric Supplies Distributing Co. It 
was located in the Spreckels Thea- 
ter Building, with Sam Hall as 
manager, and Carl Heilbron and 
A. H. Biewener as partners. The 
business grew and, in 1921, it was 
completely divorced from Southern 


MEN 
YOU SHOULD KNOW. 


Electrical. It had become an inde- 
pendent wholesaler in its own right. 
Walter Wurfel and Grant Guthrie 
affiliated with Mr. Hall in its own- 
ership. In 1928 the company out- 
grew its quarters and built its pres- 
ent building, a 100x150 ft. structure, 
which has now become inadequate 
and is being enlarged at the present 
time. 

In the meanwhile Mr. Guthrie 
had died, and the depression 
brought a need for reorganization. 
In 1932 the present staff took 
charge, with Sam L. Hall as presi- 
dent, Fred G. Goss, vice-president 
and manager, and Basil Guthrie, 
son of the late Mr. Guthrie, as sec- 
retary-treasurer. The firm is inde- 
pendently owned and operated, but 
has been agent jobber for Westing- 
house, first on a few lines, now for 
the entire line, including refrigera- 
tors and appliances. It also han- 
dles a variety of independent lines. 
Last year, crowning a year of un- 
precedented activity, it made 190 
per cent of its quota, and the quota 
had been upped to twice that of 
the previous year. Thus Sam Hall 
and his organization earned the 
Westinghouse honorary title of 
“Rancher”, 

Outside of his business Sam Hall 
has always participated actively in 
local electrical cooperative affairs. 
He was the original secretary of 
the San Diego Electric Club, back 
in 1920. During N.R.A. days he 
was active in the local administra- 
tive group. Today he.is treasurer 
of the energetic and result-produc- 
ing Bureau of Radio and Electrical 
Appliances of San Diego County— 
and is still a nut for figures. He is 
still the fellow who is interested in 
figures and in pertinent information 
that will serve the electrical industry 
of the aviation center that San Diego 
has become. 





THIS IS NUMBER 185 IN 
OUR SERIES OF PROMINENT 
WHOLESALERS 
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Sam i, Hall ¢ President, Electric Supplies Distributing Co., San Diego. 
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John J. McDevett. Jr. 


















WATCHED the ladies 








NEWA Staff 


HARRY CALLAHAN 
winners of Ladies 


“aL” BYERS NEW A 
Secretary is caught 
while “off’ duty 


LATHAM presides at Executive Committee’s 
Sunday Session 











ELECTRICAL WHOLESALING — July 1937 


= 











HOME BUILDING AND 
MODERNIZATION 


—— 
i 

















ELECTRICAL EQUIP- 


MENT SALES 


They keep pace with each other— 


MA fl wy up! 


The modern home is the electrical home—from base- 
ment to attic. Electrical equipment sales therefore must 
keep pace with home-building and home-moderniza- 
tion. So, in this greatest-of-all-time housing boom 
which is beginning to “break” on every side, elec- 
trical household equipment men face their greatest- 
of-all-time opportunity. 

It is a quality market. Sales are concentrating on 
the electrical equipment which brings new comforts, 
conveniences and luxuries of living. Wise merchan- 
disers who have found their place in this market and 
intend to keep it know that every dependable elec- 
trical installation starts with Cutler-Hammer Meter and 
Service Entrance Equipment. CUTLER-HAMMER, Inc., 
Pioneer Manufacturers of Electric Control Apparatus, 
1327 St. Paul Ave., Milwaukee, Wis. 


BETTER SERVICE 
EQUIPMENT 














BETTER FOR THE USER 


BETTER FOR THE POWER COM- 


BETTER FOR THE CONTRACTOR 
PANY 


CUTLER-HAMMER RANGE SWITCHES 


are built to make installation easier (for example, 
the one-screw demounting removable interior, the 
solderless connectors permitting use of screw- 
driver or socket wrench, the ample wiring space, 
the plentiful knockouts, the easy-to-wire terminals), 

to save service calls (for example, the non-inter- 
changeable main and range switch pull-outs, the 
solid porcelain barriers between terminals), 

to simplify periodic inspection (for example, the 
non-service-interrupting fuse test holes). 

Bul. 4334H15 is available with 60 amp. main and 
range switches; 4 branch circuits; 60 amp. tap for 
extra distribution panel or water heater. 























Whose Function Is It? 


There is one question that deserves to be brought 
out into the open and thoroughly threshed out, once and 
for all. That is, how much, if any, of his gross margin 
can the wholesaler afford to turn back to the appliance 
manufacturer to be thrown into the latter’s advertising 
kitty. 

The recent attempts of one manufacturer to assess 
his distributors for a specific amount on each appliance 
purchased was responsible for a lot of corridor gossip 
at Hot Springs in May. Should the wholesaler accept 
such a tax and reduce his own profits, should he pass 
it on to the dealer, thus reducing the dealer’s profits, 
or should he rise up on his haunches, stage a Boston 
Tea Party, and insist most emphatically that advertising 
to the consumer, whether national or local, is a func- 
tion of the manufacturer and not of the distributor? 
Comments are invited. 


The Census Study 


Last month electrical wholesalers received the long 
awaited “Special Study of the Electrical Wholesaling 
Trade” which was highlighted by John Albright of the 
Census Bureau in his talk at Hot Springs. 

This is an exceptional report. It provides informa- 
tion on the distribution of electrical products which has 
never before been available. It sets forth most deci- 
sively the dominant position which the wholesaler occu- 
pies in the distribution of electrical supplies and 
appliances. It provides separate data for full-line, 
supply and appliance wholesalers, for geographical 
districts, and for wholesalers of various sizes. 

Next month, ELEcTtRICAL WHOLESALING will devote 
a special editorial section to an analysis of this study 
which, we hope, will assist each wholesaler in applying 
it as a yardstick against his own operations. 

Throughout the preparation of this report, the 
Census officials have met frequently with representa- 
tives of the trade. They have made every effort to 
produce a practical, useful report. In’this they have 
been most successful. Mr. Albright and his colleague, 
Dr. Haring, have made an outstanding contribution to 
the electrical wholesaling trade. 


20 





Well Worth the Effort 


Last month we reported that the new Operating 
Costs Committee of NEWA would make a detailed 
study during the summer to determine what it actu- 
ally costs the wholesaler to handle each of some 20 
important commodity lines. 

The study will be conducted during July and August, 
in order that the final reports may be presented at the 
fall meeting in Cleveland. 

This is unquestionably one of the most important 
activities ever undertaken by NEWA. When com- 
pleted, it will provide authoritative data on the margin 
which the wholesaler needs to cover his costs on each 
line, data which will deserve the serious consideration 
of the manufacturers, 

Forms are to be sent to member wholesalers this 
month. Because this activity is so important, we 
again urge that, in spite of vacations, they be filled 
out promptly and completely. 


A New Business Index 


For the past year and a half, ELEctRIcAL WHOLE- 
SALING has been publishing a monthly “Index of Busi- 
ness Activity”, showing the trends of sales, collections, 
inventories and receivables of electrical wholesalers in 
each geographical district. 

Similar information has been sought from the trade 
by several Federal Reserve Banks, also by the Depart- 
ment of Commerce in Washington. Believing that this 
duplication of effort has placed an undue burden on the 
electrical wholesaler, who already has far too many 
reports to compile, ELEcTRICAL WHOLESALING has 
made arrangements with the Department of Commerce 
whereby only a single report will be requested from 
the trade. 

This Department, functioning through the Federal 
Reserve Banks in a few districts, and directly in others, 
will send forms each month to every concern listed in 
our “Verified Directory of Electrical Wholesalers’”’. 
A report will later be mailed to each wholesaler return- 
ing these forms and the same information, in the form 
of our usual Index chart, will be published in ELrc- 
TRICAL WHOLESALING, 

The new arrangement will start with reports for the 
month of July. It has already been endorsed by the 
executive committee of NEWA, in a formal resolution 
passed at Hot Springs. Authoritative monthly data on 
business trends is of real value to every wholesale 
operator. Under the new plan he need report his own 
figures but once, and with every assurance that they 
will be held in strict confidence. 

To those wholesalers who have faithfully reported 
their own figures to us each month, we express our 
deep appreciation. We urge that not only they, but 
every other electrical wholesaler, return their forms to 
Washington each month, in order that the new reports 
may be based upon a truly representative cross section 
of the trade. 
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) MORE THAN A Buse 


e Makes SAFE Protection 
REMAIN SAFE 


e Stops loss of money on 
needless “blown-fuse” 
service calls 








FUSTATS CAN BE USED 


AND READILY 


Insert the Fu- 
stat in this adap- 
ter, then screw 
into any recep- 
tacle on any fuse 
block, panel board 
or switch. 





Adapter 
Price $0.0714 


The adapter locks itself in place 
—can’t be removed without de- 
stroying it. Steel spur, like a ratch- 
et, lets adapter screw in but not 
out. The Fustat can be changed in 
the ordinary manner. 


On new jobs, when buying 
panels, switches, etc., you can 
specify that they be equipped with 
Fustat bases. 


FUSTATS ADAPTERS 
15 Amp. No. 915 Al15 
20 Amp. 920 A20 
25 Amp. 925 A30 
30 Amp. 930 A30 


Al15 adapters won’t take 20, 25,or30 amp. 
A20 adapters won’t take 15, 250r30 amp. 
A30 adapters won’t take 15 amp. 


0 to 14 ampere sizes (for motor protec- 
tion) also obtainable — write for full 
information. 





IN OLD INSTALLATIONS 


INSTALLED ON NEW JOBS 


e Permits adding more ap- 
pliances to present circuits 


blows — but it must be done with- 


Every service man knows that 15 
out loss of safety. 


ampere fuses frequently blow when 


washing machines, refrigerators, oil Certainly we can’t afford to have 


burners and other motor driven devices 
start. 


Every appliance dealer knows 
that such needless blows require many 
useless service calls—just to replace 
a fuse. 


Every Central Station knows 
every useless shutdown causes loss of 
revenue and worse still, loss of con- 
fidence in things electrical. 


and Everyone in the electrical 


flexible cords flame up when shorted, 
just to meet the problem. 


Isn’t it clear therefore, that the 
modern protective device: 
must RESIST tampering and over- 
fuseing. 


must OPEN QUICKLY on short- 
circuits or other dangerous 
overloads. 
but 
must NOT OPEN on motor start- 
ing currents or other harm- 


industry will readily admit that less overloads. 


something must be done to stop such 


TODAY’S CIRCUITS DEMAND FUSTATS 


For what device other than a Fustat can—make 
SAFE protection REMAIN SAFE... . Positively 
protect against dangerous cord shorts as well as over- 
loads. ... and Eliminate 
needless blows. 


and all at a 
RETAIL 
PRICE 

OF ONLY 


7 /2¢ 


and isn’t it clear that... 














WRITE FOR FULL INFORMATION TO ANY OF THE UNDERSIGNED 


BUSSMANN MFG. CO. 


. Division ec? McGraw Electric Company 
University at Jefferson 
St. Louis, Mo. 


KIRKMAN ENGINEERING CORP. 


NATIONAL ELECTRIC PRODUCTS CORP. 
Fulton Building 
Pittsburgh, Pa. 


121 Sixth Ave. 
New York, N.Y. 
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THE 


ADVENTURES OF HARD 


LUCK SAM 





NO Hits 





Coit A. (Duke) Smith 
The Creator of “Hard Luck Sam” 


Dear PHIL:— 

The other day Ed Butler intro- 
duced me to a big shot from the 
East. “Charlie,” he says, “meet 
Hard Luck Sam, World’s Cham- 
pion Order Loser.” The big shot 
looked me over, dazed-like. “Well,” 
he says, “I’ve read about Hard 
Luck’s misfortunes, and I expected 
he would be one of those down-at- 
the-heel, sore-on-the-world guys. In- 
stead, he is fat ahd happy, like he 
just made a hole-in-one. I don’t 
get it.” 

“Well, Mister,” I says, “I am not 
like the tinhorn gambler, who broad- 
casts his winnings and never men- 
tions losses. I keep mum about the 
business I get, but when I blow a 
big order, I squeal like a stuck pig. 
However, the rest of the time I am 
all sweetness and cheer, like right 
now.” 

“You shoot a good line,” says 
Charlie, still doubtful, “but I’ll bet 
the truth is, you don’t lose ’em like 
you used to.” “Oh, don’t I?” I 
yells, turning purple, (Jekyll-to- 
Hyde in a flash, Phil,) “Listen, 
brother, the old Jinx will bounce 
knockouts off my chin till I’m 
buried, and what’s more, I lost a 
$600 honey only day before yester- 
day, because my office pal (?) ain’t 
got any imagination.” 
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NO Runs 


ONE Error 


Then I told ’em, like I’m telling 
you. I’d been calling on a local 
elevator company for months with- 
out getting an order. They get 
quotations from all wholesalers on 
every job, and every bid must be 
submitted as a lump sum. I was 
always just a little bit high, and you 
can see how it finally got my goat. 
I knew our prices was right and it 
got so I would have done anything 
but murder to be first under the 
wire. 

To make.it worse, the office wise 
guys made smart cracks, such as I 
don’t live right or why don’t I get 
the buyer drunk or what good has 
Dale Carnegie’s book done me, and 
the Old Man says one day if I ama 
salesman, he is King Henry the 
Fifth. 

So when the buyer handed me a 
list last Monday that I could see 
would run several hundred dollars, 
I made up my mind to get that order 
regardless and show up the hecklers. 
By the time I reached the office I 
had a bright idea at last. I says to 
Ralph Wendel, our quotation man: 
“I will make this bid myself and 
check everything and if I don’t click 
the week’s beer is on me.” 

Well, priced and extended, my 
private list come to over $600, a 
swell piece of ice. Then I found 
what I wanted, two items of cable 
and cord which I knew we had 
bought very low a while back, and 


which would leave a little velvet 
after I used my chisel. I considered 
pricing them according to cost, but 
no, that would mean an argument. 
So I just deliberately made a mis- 
take and put down a total $30 low 
for the lump sum, which I knew 
would bring home the bacon. 

I delivered the quotation. It was 
a rush job and the buyer says he 
would place the business that after- 
noon and I could drop back at four 
bells. I headed for the East Side 
and hustled hard all day so I would 
get the order in time to razz the 
smart alecs in the office. 

Pulling in at the elevator company 
on the stroke, I gave the buyer a 
grin and says: “Gimme!” “No, 
Sam,” he comes back, “the Curse is 
still on—you’re out of luck again.” 
I couldn’t speak for a _ couple 
seconds, till my stomach let go of 
my spine, then I yelps: “Whaddya 
mean, I lost out? I know I was 
low!” 

“Yeah, you was low all right, 
Sam, but it was one of those things. 
Your quotation man called up early 
this P. M. It seems he checked 
your figures and found you had 
added up $30 short. You know we 
wouldn’t take advantage of you, so 
I let him withdraw the quote and 
gave it to the next guy, who was 
only a few bucks higher.” 

Yours lower than a well-digger’s 
heel, SAM. 








An Otp Frienp Returns: At Excelsior Springs in April we backed our 
former field editor, “Duke” Smith, into a corner and told him how hungry 
our older “Jobber’s Salesman” readers were for more Hard Luck Sam 
stories. “Duke,” who is now selling for Bill Terry in Kansas City, agreed 
to bring Sam back to life. Here is the first adventure of the new series, 
based on Duke’s depression experiences—and there are more to come. 


—The Editor. 
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PLUGMOLD 


THE WIREMOLD CONTINUOUS OUTLET SYSTEM 


Outlets 
may be 
placed on 
3” centers. 


Adequate 
For 


To-Days Needs 
Modernize Existing Buildings 


PLUg 


THE WIREMOLJ 


2100C Cover scored 
to facilitate installa- 
tion of additional 
outlets. Scored sec- 
tions equal in length 
to Receptacle No. 
2127. 


ILD 


S OUTLET SYSTEM 


A small sturdy Plug 
Receptacle (No. 2127) 
with finding grooves 
for easy plug connec- 


tions. 
Outlets placed 


where needed. 


Adequate 
For 


Tomorrows Requirements 


Build into New Construction 


Flush mounted 
cover. 






2100B Channel has 
knockouts for % inch 
Conduit every 8 inches. 


THe WiremorD ComPpANy 
HARTFORO,CONN. 


Channel has a 
capacity for 6 
No. 12 wires. 
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DOUBLE SHOOTIN’ or manufacturer 
“shoots” magazine photographer; maga- 
zine photographer “shoots” manufac- 
turer. It all came about when “Bud” 
Conklin of Electrical Wholesaling, bot- 
tom, was roaming around the grounds 
at Hot Springs and spotted Maxime Van 
Cleef of Van Cleef Bros. Conklin was 
about ready to bang away when Van 
Cleef shouted, “Hold everything, I’ve 
got an idea.’ The idea hinged on the 
camera he was carrying. He sat down 
on a bench, put in a roll of film, and 
the idea was soon to become a reality. 
The two cameramen selected locations 
where the sun wouldn’t enter directly 
into either lense; set their outfits for 
the distance and light, then clicked their 
respective shutters. 


26 





“ A Plan to Promote Fuse Plugs 






A. J. McGivern suggests to electrical inspectors- an educational 
program built around the Underwriters’ label 


HERE are two small items that de- 
serve consideration. One is perhaps 
the smallest device—a fuse plug. It is 
the safety factor that protects electrical 
equipment, life and property. Annual 
sales of fuse plugs that do not bear the 
Underwriters’ label are estimated at 
125,000,000. This is a serious situation 
and something should be done about it. 
There is another item—the cord set, 
commonly used with electric irons and 
other heating devices. By far the 
greater number of those sold for re- 
placement use today are of substandard 
construction. A short time ago a man- 
ufacturer lost an order for 100,000 cord 
sets, bought by a non-electrical distribu- 
tor. Another manufacturer took the 
order at a much lower price. The price 
was low because the attachment plugs 
had steel contacts instead of brass, and 
the cheapest kind of No. 20 cord was 
used, cut into only five foot lengths. 

The use of 1,000 watt irons is con- 
stantly increasing. They draw 10 am- 
peres. The carrying capacity of No. 20 
cord is one ampere. Figure out the per- 
centage of overload. When such a cord 
is used on an iron a bottle neck is in- 
serted in the circuit. The iron will not 
heat properly, and the manufacturer 
and wholesaler who sold it are blamed 
for its inefficient performance. The cus- 
tomer is paying for current that is used 
up in the resistance of the cord and, 
besides, there is a decided fire hazard. 
This particular order for 100,000 of 
such cords is only one of hundreds. 
Something should be done about this 
problem, also. 

I realize that in most territories in- 
spectors are powerless to remedy these 
conditions. They can inspect an orig- 
inal installation, but they can not fol- 
low through on what is later brought 
into the home. An intensive industry 
campaign, to educate dealers and the 
public on one item at a time, should 
improve these conditions. 


Labeled Fuse Plugs 


The inspectors would play a very im- 
portant role if they were to call on non- 
electrical wholesalers, department store 
buyers and other large sellers of fuse 
plugs. Without making any threats, 
they could explain the functions of a 
fuse plug, the campaign in progress, 
and request their cooperation. 

With all branches of the electrical 
industry participating in a campaign to 
promote the greater safety of life and 


property, this would be news. News- 
papers of the country would take it up, 
particularly if the Underwriters would 
run small ads explaining to the public 
the meaning of their label on electrical 
devices. The public and the dealers 
would then demand the things we want 
them to buy. Such a campaign would 
be more effective than legislation or 
snoopers telling people what they must 
do. 

If you decide to take up this cam- 
paign on fuse plugs, it should be started 
on a definite day and be continued until 
the job is done. Then another item 
could be taken up in the same way, 
thus keeping some kind of campaign 
going until all electrical equipment used 
in construction and in the home bears 
the Underwriters’ inspected badge of 
safety. 

I am not proposing anything that 
might antagonize any manufacturer or 
work a hardship on him. I have not 
said that unapproved fuse plugs are 
unsafe. I have simply said that plugs 
bearing the Underwriters’ label are 
known to be safe. If any manufacturer 
whose product is not Underwriters’ in- 
spected should find a lessened demand 
for his product, it would only be neces- 
sary for him to make some changes in 
his design to comply with their stand- 
ards, obtain their labels for his product 
and then supply his trade with devices 
bearing this brand of safety. 


Entrance Switches 


There is another matter on which in- 
spectors can be of great service to 
wholesalers and manufacturers; the 
standardization of entrance switches 
throughout the country so that it will 
no longer be necessary for wholesalers 
to carry duplicate stocks and to investi- 
gate the rulings of local inspectors to 
determine what particular type of 
switch is required in each town. 

In arriving at such standardization it 
is our hope that you will cooperate with 
the campaign now going on for ade- 
quate wiring which specifies a minimum 
of 60 amperes on all residence work of 
more than one circuit, and we hope too, 
that all univeisal specifications will pro- 
vide for dead front equipment with 
switches so designed that it will be im- 
possible for a woman to come in con- 
tact with a live part while replacing 
the fuse. THERE MUST BE NO COMPRO- 
MISE WITH SAFETY! 


*From an address by A. J. McGivern, managing director, Chicago Electrical Whole- 
salers Association, before the Illinois chapter, International Association of Electrical 


Inspectors, at Peoria, Ill., June 3, 1937. 
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TRANSFERRED. From the city of 
Minneapolis down to sunny Dallas goes 
Martin Buehler of Graybar. Martin has 
been with the Graybar since 1915, when 
he started at the Omaha house as power 
apparatus specialist. Later he became 
sales manger of that house. In ’20 he 
moved to Minneapolis in the same capac- 
ity and in ’32 was made manager. He 
held that position until his recent ap- 
pointment to take over the management 
at Dallas, which house wes deprived of 
its manager by the sudden death of 
”Bob” Riley. Earle Sharpe, formerly 
the assistant manager at Minneapolis, 
succeeds Buehler. 


THIS FOURSOME composed of three 
men and a young lady are all members 
of I. A. Friedman & Co., Philadelphia. 
Sam Friedman, at the right, is manager 
and purchasing agent. Next is Raymond 
Ziegler, counter man, then Helen Beylin, 
bookkeeper, and the fellow at the left 


is Louis Marosco, warehouse man. 


Their future 
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Steve Martin Had Faith 
In the Wholesaler 
=== CONTINUED FROM PAGE [5 = 


pany pledged itself to a 100 per cent 
wholesaler policy on this line, a policy 
which has been adhered to religiously. 
Next, a resale schedule was adopted 
which recognized the wholesaler’s need 
for an adequate margin of profit. Fur- 
thermore, close cooperation was estab- 
lished and maintained between Auto- 
matic’s field representatives and the 
salesmen of its distributors. To sup- 
port Martin’s selling plans a compre- 
hensive advertising program in leading 
trade and national publications was de- 
veloped by H. E. Clapham, Automatic’s 
advertising manager. 

With his policies established and fol- 
lowing through on his success at De- 
troit, Martin next checked up to see 
in what territories he still needed dis- 
tribution, investigated the wholesalers 
in these cities, picked out the ones with 
the best records, packed his bag once 
more and sallied forth to sign up dis- 
tributors. Meanwhile, an advertising 
campaign in ELECTRICAL WHOLESAL- 
ING was building acceptance for the 
line among wholesalers and their sales- 
men in all parts of the country. 


Cooperation Counts 


The intelligent cooperation which 
Automatic’ is constantly extending to 
its distributors deserves more than just 
a passing comment. The manufactur- 
er’s sales organization is separated into 
four geographical divisions. It is the 
responsibility of the divisional sales 
managers to see that each of their sales- 
men contacts every one of his distribu- 
tors at least twice a month, also that 
they are always available for making 
calls with distributors’ salesmen. 

Martin himself is no swivel-chair 
sales manager. He is constantly mak- 
ing trips into fhe field. This past 
spring, for instance, saw him on a wide 
swing through no less than 18 Western 
states, holding meetings with his dis- 
tributors’ salesmen and giving them all 
the latest sales data. When on the road 
he makes it a point to go out with 





wholesalers’ men and call on retail out- 
lets, talking up the inexpensive sys- 
tems. He also accompanies them to 
industrial prospects where, in the sales- 
man’s presence, he can present the fea- 
tures of the company’s larger systems. 

This close contact with the field not 
only gives Martin first hand knowledge 
of the salesman’s problems, it also 
builds confidence among his distributor 
salesmen in their own ability to tackle 
prospects for large systems as well as 
the package line. 

Asked to what extent his wholesalers 
have sold the larger private intercom- 
municating systems, which involve a 
certain amount of technical knowledge, 
Martin said: “So far only a small per- 
centage have done much with this 
equipment, but those few have done an 
excellent job. Right now four of our 
distributors are working on industrial 
accounts that are prospects for around 
$100,000 worth of telephone equipment.” 

Under Mr. Clapham’s direction a spe- 
cial advertising and promotional cam- 
paign is carried on continuously on 
these larger systems. No less than 10 
industrial periodicals are regularly used, 
supplemented by display boards, pam- 
phlets and envelope stuffers, also by 
exhibits at national industrial shows. 


Wholesalers’ Sales Increase 


Of course, it is with the packaged 
line that Automatic’s wholesalers have 
scored their big success. Asked if his 
distributors had done a better job on 
this line than his own sales organiza- 
tion could have done under a direct sell- 
ing policy, Martin unhesitatingly said: 
“Absolutely. The two are not competi- 
tive. They are supplementary. The 
spirit of cooperation between our 
wholesalers and our own organization 
has been truly remarkable. 

“On the inexpensive phone line over 
half of our distributors have replen- 
ished their stocks 15 or more times dur- 
ing the past year. One wholesaler, 
who has sent in no less than 50 orders, 
frequently buys as many as a gross at 
a time. So far this year our whole- 
salers have increased their sales of 
these Serv-U-Fones by 70 per cent over 
the corresponding period of 1936.” 

Thus has Steve Martin’s faith in the 
electrical wholesaler been justified. He 
has extended every cooperation to his 
distributors, protected them with a 100 
per cent wholesaler policy, provided an 
adequate margin of profit, supported 
them with advertising in the trade 
press, and with promotional material. 
Furthermore, through his own sales or- 
ganization, he has convinced his dis- 
tributor’s salesmen that they are fully 
capable of selling “fones”. In short, he 
has recognized and fulfilled the re- 
sponsibilities of the manufacturer. His 
wholesalers have shown their apprecia- 
tion in a most tangible manner; they 
have kept up their stocks and they have 
gone out and sold the product. 
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Above Left. ’’CSX”’ Types 
Toggle Switches and Plug 
or Cartridge Fuse; 4 to 40 
Circuits 

Above — Right PS’’ Type 
Plug Fuse & Toggle Switches 
4, 8 and 12 Circuits 

Right. The Space-saving 
Narrow Column Type Switch 
Center 





A new, ornamental 


rohane, 


economical line of lighting 


Panelboards for use in fac- 


tories, garages, warehouses 


and sintilar buildings. 


This 


line includes the space-sav- 


ing NARROW COLUMN type 


for installation on columns 


orpilastersinindustrial plants 


relate Mao laslasl-iaalel | 
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Meet Every Modern Requirement for 
SAFETY, EFFICIENCY and APPEARANCE 


All the desirable, modern features are found in Bull Dog 
VACU-BREAK Safety Switches—stylined compact Cabi- 
nets ... all arcing Doubly Sealed for extreme Safety 
Switching . .. SOLDERLESS WIRE GRIPS for utmost 
ease of installation. Bull Dog VACU-BREAK Safety 
Switches are definitely the safest, most efficient, most 
modern ever designed. 
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lame retarding 
Will not carry flame. 


oisture resisting 
Hermetically sealed against 
such destructive agents as 
moisture, light, and air. 


ishable--slick finish 
Easy to pull through conduits. 
More wire possible in a given 
size conduit. 


" Y. S. LETTERS PATENT NUMBERS: 


1,765,000 
1,536,549 


1,635,829 1,772,436 
1,798,486 - 1,410,790 


OTHER PATENTS PENDING 


INSIST UPON GENUINE SAFECOTE 
FOR YOUR PROTECTION. 


SAFECOTE LABORATORIES ARE AT YOUR DISPOSAL 
SAFECOTE PERFORMANCE SPECIFICATIONS UPON REQUEST 


GEORGE C. RICHARDS, LICENSOR’S AGENT 
155 EAST 44th STREET, NEW YORK CITY 

















MANAGERS. The general manager of 
the West Philadelphia Electric Supply 
Co., Philadelphia, Sol Newman, takes 
life with a big smile while the manager 
of the fixture department, Herman Rat- 
ner, looks quite serious. Herman should 
be wearing Sol’s smile for he has a fine 
fixture department in the new building. 





PRESENTING THREE—xo, two mem- 
bers of Silver's Electric Supply Co., 
Philadelphia. B. Silver is general man- 
ager and the fellow at the right, S. 
Apple, is a counter man. The young 
man, Stanley, is a bit young to be in 
the wholesaling game. 
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Attic Ventilation Stands 
At the Cross Roads 


ome CONTINUED FROM PAGE 12 


the attic floor. Then, as the hot air 
was expelled from the attic, cool air 
was sucked in through open win- 
dows and drawn up through these 
grills. In this way the hot air above 
the window line in the top floor 
rooms was removed, along with that 
in the attic itself. 

All of this heated air may be re- 
moved within an hour or two with- 
out producing any noticeable breeze, 
but if a fan of sufficient size is in- 
stalled, a typical seashore breeze re- 
sults. A 42-inch fan, for instance, 
will provide seashore comfort 
throughout the average home. 

While residences offer the largest 
field for attic ventilation, commer- 
cial buildings also comprise an im- 
portant market. Hotels, office build- 
ings and apartment houses can rent 
their top floors at a premium by in- 
stalling this method of cooling. At 
the Evangeline Hotel in Alexandria, 
La., four 30-inch fans make the top 
floor the coolest spot in the house. 

And here is a testimonial from 
E. S. Clemens, manager of the 
Medical Arts Bldg. in New Orleans: 

“The Medical Arts Building is a 
five story structure and the fifth 
floor in the summer time was really 
better suited for a turkish bath than 
for doctors’ offices. The tempera- 
ture on that floor ran all the way 
from 98 degrees to 106 degrees, and 
always showed from 10 to 14 de- 
grees higher than the temperature 
on the outside of the building or on 
the other floors. 

“Of course, under these circum- 
stances our tenants on the fifth floor 
of the building were certainly justi- 
fied in telling us of their intentions 
to move, because they could not 
stand that heat. 

“After installing two 30 inch Ilg 
propeller fans in the pent houses 
on the roof, we closed up all the 
gravity ventilators and made the 
attic tight. We then cut registers 
in the ceiling of the fifth floor, in 
suitable positions, and were more 
than surprised with the results. The 
temperature on the fifth floor the 
day that these fans were put in oper- 
ation was 104 degrees, and the tem- 





perature in the attic was 128 de- 
grees. An hour after the fans were 
in operation, the temperature on the 
fifth floor had dropped to 91 degrees 
and the temperature in the attic had 
dropped to 102 degrees, and all dur- 
ing the summer this contrast con- 
tinued 

“Another noticeable thing is the 
freshness of the air on that floor. 
These fans have been the cause of 
our renting more space. The fifth 
floor tenants are now very satisfied, 
and we have heard our other tenants 
frequently say, ‘Let’s go up to the 
fifth floor and cool off.’ ” 

Satisfied users, such as Mr. 
Clemens, can do much to boost attic 
ventilation, while dissatisfied owners 
can wreck the future of this method 
of summer cooling. 

Attic ventilation is a new indus- 
try. The general public knows little 
about it. If people just buy some 
kind of a cheap fan and place it in 
the attic they will fail to get results. 
Attic ventilation will get a black 
reputation and will fade out of the 
picture. 


Danger Ahead 


Most of us can recall very vividly 
the fate of the electric health exer- 
cisor and reducing machine. The 
first machines, designed for the pro- 
fessional market, were thoroughly 
satisfactory. Many persons bought 
them for their personal use, spend- 
ing as high as $250 for a single 
machine. Then, in order to reach a 
broader market, cheaper and cheaper 
machines were brought onto the 
market, until so-called reducers 
could be bought for as low as $29. 
And it was these cheap machines, 
that, in a short space of time, bur- 
lesqued this appliance to death. 

Today there is grave danger that 
attic ventilation will likewise be 
burlesqued into a similar fade-out. 
Already manufacturers are entering 
the market with cheap, noisy con- 
traptions, some of them belt-driven 
makeshifts, that are totally incapable 
of giving satisfactory results. Left 
to itself, the public will buy the 
cheapest type of equipment. On the 
other hand, if attic ventilation is 
properly sold by the electrical indus- 
try, a small army of satisfied users 
will be recruited and, all at once, we 
will discover that, at long last, the 
public has accepted this method of 
“COOLING BY MOVING AIR.” 
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Saturation? What of it. 


HE rapid increase in sales of 

major appliances shown in all 
the months of 1937 is resulting in 
a corresponding increase in the rates 
of saturation. Does this mean that 
the market will be by so much re- 
duced or restricted? Not on your 
life. 

Take a look at the electric device 
that has enjoyed the highest degree 
of saturation for many years—the 
hand iron. Well above 90 per cent 
of the wired homes have an iron in 
the closet for use at least once a 
week. This high percentage has 
been present for many years, still 
manufacturers continue to make 
irons, distributors and dealers con- 
tinue to sell them. In fact the sales 
of this appliance in 1934, ’35 and ’36 
were well above the boom years of 
the late ’20s. 

No use being pessimistic over 
the future of radio either. A glance 
at the records indicates that mil- 
lions of new radio receivers are 
being sold this year and will be sold 
next year and the years following. 
In 1936, the radio industry delivered 
8,825,000 units. This figure ex- 
ceeds any previous year since 1926 
by more than 2,000,000 units, and 
certainly offers convincing evidence 
that good styling and performance, 
supported by aggressive merchandis- 
ing efforts, will overcome a high de- 
gree of saturation. In fact satura- 


tion adds to sales by fostering the 
degree of public acceptance and de- 
mand. 

Another home appliance that is 
used in more than 50 per cent of 
the American homes is the washing 
machine, yet dealers sold more units 
last year than during any year in 
the last decade and washers are 
fifteen per cent ahead for 1937. 

A. E. Allen, vice-president of 
Westinghouse Electric & Mfg. Co., 
referred to what he appropriately 
termed the “Saturation Bugaboo,” 
in a recent address before the 
Southeastern Electric Exchange at 
Hot Springs, Va. Mr. Allen doesn’t 
take seriously the dark warnings of 
those who fear a tapering off for 
the appliance industry. On the con- 
trary, he predicts that the next ten 
years will be known as the “Golden 
Era of Merchandising.” From his 
experience, Mr. Allen is sure that 
saturation figures “never have, or 
never will be, a true barometer of 
merchandising weather.” 

For one illustration he used the 
refrigerator. During the last sev- 
eral years many executives have 
predicted a decline in the rate of 
refrigeration sales, due to the high 
degree of saturation that had been 
reached. But 1,500,000 units were 
sold in 1935, and more than 2,000,- 
000 refrigerators were sold last year. 
Sales for the first four months of 








1937 were greater than any full 
year before 1934. 

As long as manufacturers con- 
tinue to produce more efficient and 
more desirable refrigerators, wash- 
ers, ironers, radios, roasters, and so 
forth, the distributor’s salesman and 
his dealer will have no reason to 
fear a decline in the rate of sales 
growth. 















THE SUCCESSFUL RANGE SALESMAN 








Once again Reese Mills, manager of the Range & Water 
Heater Dept. of Westinghouse Electric & Mfg. Co. 
brings forth some valuable data on the range field. 


HY are some retail salesmen suc- 

cessful—others not? Are good 
retail salesmen born—or made? Why 
are approximately 75% of electric 
range sales made by 25% of the re- 
tail salesmen? Is there some secret 
to the success of this 25%? 

Of course, there is only one way to 
get an answer to such things. That 
is to go out in the field and talk to 
these retail salesmen and analyze their 
performance. Trained investigators 
went out and called on 113 of the best 
retail salesmen in the country. At 
the same time these investigators 
found out what range features were 
used by these leading salesmen most 
effectively and what sales stories 
brought them the best results. 

The most significant finding was 
that a large majority of the most suc- 
cessful range salesmen knew how to 
cook. In other words, these men had 
a knowledge of their product beyond 
that acquired from literature, sales 
meetings, and the usual forms of edu- 
cational media. They understood the 
problems encountered in cooking. 
They could talk intelligently to the 
housewife about the benefits of elec- 
tric cookery and could refute many of 
the incorrect surmises that creep into 
all prospects’ minds. These salesmen 
were successful because “experience 
bespeaks knowledge.” 

We found that 60% of these sales- 
men own and use an electric range in 
their own home. There is also a 
definite indication, especially among 
the more successful salesmen, that a 
large percentage of range salesmen 
will become range owners and _ users 
before the end of the year. 


Number 
Own Range Salesmen Reporting 
WOR iru Siercd Soe eee 68 
ER PE Se Ieee gis ce 1S 44 
DS BREW: 6c i 
113 


The survey also developed the point 
that seven out of every ten salesmen 
used the ranges in their own homes 
as demonstrators. 70% also knew 


how to cook and demonstrate electric 
ranges and did so in their own home 
or on the display floor. This is most 
significant, when you find that 70% 
of the men selling 75% of your prod- 
uct are proficient in the art of prac- 
tical cookery. 


Knew How to Cook 


and Demonstrate Number 
Salesmen Reporting 
VRE. sta eiesei eet. 80 
PONS pn eee Cee aha ea ne 31 
Pak IE 5 bse 2 
113 
How does he obtain his pros- 
pects? We had anticipated the an- 


swer to this problem but did not real- 
ize the percentage was so high. This 
finding confirms the “Use the User” 
idea, whether the salesman is selling 
clothespins, ranges, or locomotives. 


Number 
How Attained Salesmen Reporting 


1. Range Owners ...... 95 
2. Store Walk-ins ...... 75 
3. Refrigerator Owners.. 65 
SP ss Cawne vans 43 
5. Cold Canvass......... 43 

321 


What approach does he find the 
most effective? All of these men had 
carefully studied the method of their 
approach so as to leave a good impres- 
sion of themselves and their company 
for a later interview if they were not 
successful in securing one at the time. 
Insofar as product features are con- 
cerned, the two most outstanding fea- 
tures used in their approach were 





1. Cleanliness 


2. Economy 


It is also interesting to note these 
successful salesmen not only sounded 
the appeal most popular with the con- 
sumer but that they used a straight 
cold canvass approach and didn’t use 
many of the subterfuges adopted by 
mediocre salesmen. 





Does the husband participate in the 


purchase of the range? This was a 
most interesting question, and on the 
answer hinged the decision of whether 
or not we should consider his opinion 
in our sales literature. 


Always or usually........... 83 
POE ibd caabeconssxws 14 
UN 6 Pans. c0s bs ckeene? 15 
PORN iio vai ees 1 

113 


Many conclusions can be reached 
from this and other data secured in 
this investigation. 

Briefly, it shows that the best sales- 
men use an electric range in their 
own home and know how to demon- 
strate it to prospects. It shows the 
best method of securing prospects and 
the basic principles in cold canvassing 
and calling on prospects. It shows the 
appeals that the successful salesmen 
have used most effectively. It fur- 
ther shows that the successful retail 
salesman’s report checks very closely 
with the opinion of the homemakers 
who bought: the electric ranges. 














Sell these features 


The Yosemite Model has these selling 
advantages: decorative shell, cover and 
handle . . . all in a choice of red or 
black Moldex, the exclusive ‘quick 
cooling” stove with convenient carry- 
ing handles (also in red or black 
Moldex), and Pyrex brand glass, 


guaranteed against heat breakage. 


Sales promoting box 


The Anyheet Control Silex is packed 
in a sales stimulating box. Display it 
on your counters... and reap the 
profits. This ogy is etend to give 
you a bigger dollar volume... a 
bigger Ron sale profit. Place your 
stock order today. 


YE8-B (black) 8 cup $6.95 
YES8-R (red) 8 cup $7.45 


Sell the anyHeeT conTRoL 
alone 


Anyheet Control can be used with 
any small terminal Silex stove. It is 
attached to the usual 6 foot cord. Any- 
heet Control is made to operate on 
alternating current only. Make a new 
profit from old customers. Push the 
sale of Anyheet Control. 


AHC $1.50 


THE SILEX COMPANY, Dept. W7 
Hartford, Conn. 


In Canada: The Silex Company, Ltd. 
Ste. Therese, Quebec 


EXCLUSIVE SILEX FEATURE... 
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DIAL SETTING FOR 
CORRECT COFFEE 
TEMPERATURE IS 
DEPENDENT UP- 
ON VOLTAGE 


AND AMOUNT 


OF COFFEE IN DE- 
CANTER. WHEN 
CORRECT SET- 
TING IS DETER- 
MINED ARROW 
MAY ALWAYS BE 
SET AT THE SAME 
POINT IN THE 
GRADUATED 
LOW HEAT 
RANGE. 














Here's an item you can promote 
ANYHEET CONTROL 


EX 


Trade Mark Res. TS. Pat. Oice 
GLASS COFFEE MAKER 


keeps coffee 
any heat 


Cash in on the demand for better 
tasting coffee . . . kept at drinking 
temperature. Sell the Anyheet Con- 
trol Silex glass coffee maker... 
the Yosemite Model. 


The Anyheet Control Silex keeps 
coffee at drinking temperatures for 
hours... at the peak of flavor. 
With this model the late risers can 
have coffee as hot as the early birds 

. without making a new batch. 
Anyheet Control is a thermostat con- 
trol dial with an ‘‘on” and an “off” 
position and seven low heat gradua- 
tions. You now have complete control 
of both brewing and serving temper- 


atures. 

















TURN ARROW 
ON DIAL TO 
HIGH HEAT TO 
BREW. 
TURN TO OFF 
POSITION TO 
TURN OFF CUR- 
Vent. 











DIAL YOUR HEAT 


Sj. € X 


TRADE MARK REGISTERED VS PAT. OFF. 


BREWING COMPLETED WITHOUT REMOVING GLASS FROM STOVE 











DON’T TELL ME, LET ME GUESS!.. . 


Act Ill of Showmanship in Business 





"Don't look back,’ said Lot to his 

wite, and she looked back and was 

turned into a pillar of salt.” 
Proverbs II 


EORGE M. COHAN, a master 

playwright and producer, used 
to say that if you didn’t have your 
audience guessing at the end of the 
first act then your show wasn’t worth 
a plugged nickel. Cohan’s judgment 
has made him a rich man, so let’s 
see if we can’t use his formula in 
our sales methods. 

Mystery books sell big. Any 
witch’s tale will always pull radio 
audiences. Mystery pictures pack 
movie houses. Your public loves 
mystery. Object lesson—give it to 
them in your sales promotion. Smart 
merchandisers do. 

“Can your car sing?” was the 
legend on small placards that one 
smart Chevrolet dealer put on the 
lawns of several hundred homes. 
These cards were mounted on wires 
and “planted” with blank _ side 
toward the street. For several days 


this mystery blossomed—until a crew 





EVERYBODY LOVES MYSTERY 


of house to house salesmen started 
a drive to sell automobile radios. 
One refrigerator dealer capitalized 
the reputation of his well-known cus- 
tomers and threw a whole town into 
a guessing contest by running a pic- 
ture each day of some prominent man 
in whose home he had installed elec- 
trical equipment. Each ad carried a 
photograph of a customer and a 
thumbnail sketch of his identity. Con- 
testants were asked to guess the 
names of these citizens. At the con- 


clusion of the contest, a larger ad was 
run showing all ten of the customers. 
Naturally, the dealer did not lose the 
opportunity to run a brief testimonial 
from each of his satisfied users. After 
keeping the town guessing concerning 
“mystery” 


the identity of the ten 





citizens, you can well imagine the in- 
terest displayed in this final an- 
nouncement which also included the 
names of prize winners. 

One enterprising dealer thrived on 
prize contests by breaking the monot- 
ony of ordinary prizes with a mystery- 
prize unnamed until the end of the 
contest. In fact, as the contest pro- 
gressed the interest in the prize 
became so great that the dealer ran 
an extra contest, concurrently, to see 
who could come closest to guessing 
the contents of the mystery-prize 
package. Sounds like a mysterious 
mystery ! 


Who Killed Cock Robin? 


Crime pays. At least, it pays 
when you use it as a theme for sell- 
ing goods. The Eno Crime Club had 
one of the greatest audiences of any 
show on the air. The public is al- 
ways interested in a mystery thriller. 
So you can easily see why it pays to 
put a mystery angle into your mer- 
chandising. One smart dealer ran a 
sales contest based on a mystery 
theme. On a chart on the wall he 
put a list of his salesmen and along- 
side each name he put a trail of blank 
footprints. As a man made a sale, 
one footprint was colored in red. The 
first man to get all of the footprints 
colored won the prize. This contest 
was known as a Search for Missing 
Sales. It was successful because 
every man is at heart an amateur 
Hawkshaw. If you scratch the av- 
erage citizen you usually uncover a 
man who is—secretly—an amateur 
sleuth. This contest can also be run 
among non-selling employees—direct- 
ing their efforts toward selling to 
friends, relatives, tradesmen, etc. 

George Graf has introduced mys- 
tery to sales meetings by using a 
“Voice of Experience” speaking over 
a concealed microphone. At one 
point in the meeting the sales man- 
ager says that the next feature of 
the program is not ready—during 
which time a radio will be turned on. 
Then out of this radio comes a spe- 
cial sales story fed through a con- 
cealed microphone. The “Voice” in- 
troduces himself on the air and reads 
a letter from a salesman asking how 
to handle a certain difficult price situ- 
ation. The “Voice” then proceeds to 
answer the question. This trick-way 
of presenting training material will 
double and triple its effectiveness. (P. 
S. Radio dealers! Here’s a chance 
to sell sound equipment to local busi- 
ness concerns.) 





BY ZENN KAUFMAN 


Chevrolet dealers stimulated inter- 
est in lamps for automobiles by 
wearing necklaces and bracelets made 
from old bulbs. Customers immedi- 
ately asked the meaning of the 
strange ornaments and were thus led 
into a sales story on bulbs. Elec- 
trical dealers could well steal this 
stunt for bigger lamp sales. 

Westinghouse challenged the inter- 
est of thousands of electrical store 
clerks by advertising that they would 
give a dollar bill to any clerk who 
shot a bulb story at the Westinghouse 
representative when he entered their 
store. The identity of these men, of 
course, was unknown—thus creating 
an element of mystery plus extra 
sales interest. 

“Pennies from Heaven” was the 
caption on a window that tied up 
with the Bing Crosby picture in the 
sale of refrigerators. Pennies rained 
on tiny threads and mystery was 
added with a contest asking passersby 
to guess how long a refrigerator 
could run on one cent of electricity. 


Use Magic, Too 


The boy who pulls white rabbits 
out of hats can always get a crowd. 
One dealer capitalized on this same 
interest by putting in his window 
what appeared to be a bicycle wheel 
turning by itself in midair. This il- 
lusion was accomplished by directing 
a current of air, from a concealed 
fan, through a funnel. The air, com- 
ing out of the funnel at an angle, 
caused the wheel to revolve. A sign 
read: “Let the Magic of Electricity 
do your housework.” 


Don't Go Too Far 


Mystery excursions are another 
expression of the public’s craving for 
the unknown, but don’t go too far. 
If your public feels cheated, you are 
worse off than before you started. 








FREE—A Copy of Harper's book on 
"Showmanship in Business’ by Kenneth 
M. Goode and Zenn Kaufman to the 
reader who submits the best example of 
showmanship from his own business. 
Just write a letter, send us a picture, or 


both. 


ALSO FREE—Have you sent for your 
copy of The Showmanship Yardstickh— 
a 12-notch check list of Showmanship 
elements? Send us a_ self-addressed 
stamped envelope and we'll do the rest. 
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— the inter- 


communication 
system that is 


Out-Selling All Competition! 





@ This is the Non-Selective Teletalk. It is 
an integral part of models T, MT and HMT. 
and MIS. 


@ The big market for inter-communication sys- 
tems which Webster Electric is creating demands a 
broader scope of service than that provided by the 
ordinary communication system. 

Only Teletalk gives you the range of combina- 
tions which the market requires! 

Only Teletalk gives you the tone quality and the 
features which are being demanded! 

Only Teletalk is being merchandised through 
the mediums which 
reach the ultimate buy- 
ers—the mediums 
which actually create a 
demand for you! 

Only Teletalk (of all 
the new-type systems) 





@ This is the 6 WB Speaker- 
Microphone which is a part of all 
combinations i in which the letter 

“‘M” appears in the model 
number. 





@ This is the Selective Teletalk. This unit 
is in the following models: S, MS, HMS 


WEBSTER ELECTRIC 


ONLY WITH lele 


REG. U. S. PAT. OFFICE 





@ This is the Confidential Teletalk. It forms 
part of the combinations in models CT, 
CMT, CMS and CHMS. 


is in the movies, on the desks of State, County, 
Municipal officials: in use by some of the best 
known department stores, offices of nationally 
known business institutions and manufacturing 
plants; in hospitals, on farms and large estates and 
in the homes of well-known people. 

Only Teletalk is meeting specific inter-com- 
munication requirements and is keeping abreast 
of this demand. Only Teletalk is leading the field! 

Use the coupon on 
the back of this page. 
Find out how you, too, 
can cash in on Webster 
Electric Teletalk leader- 
ship, quality and mer- 
chandising! 


talk 


W 





@ This is the 10 WB Speaker- 
Microphone specially designed 
for industrial use. It is employed 
in all models in which the letter 
“Hl” appears. 


DO YOU 





GET ALL INTER- iis aia i scnsitneniaial 





EXPORT: 


100 VARICK ST., NEW YORK CITY: ESTABLISHED 1909 
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GAY FOURSOME 
Jack Owen, A. J. Skevington and Victor Rinhard are all with E. B. Latham & Co., New 


York City. 


The gentleman at the right is Henry Quackenbush of Landers, Frary & 


Clark. Incidentally that man Rinhard (at least in the picture) looks like a well known 


radio and stage star. 








REFRIGERATORS 


The sales of electric refrigerators dur- 
ing the first four months of this year 
clearly demonstrate a trend toward larg- 
er boxes. The 6-6.99 cubic foot boxes 
showed a percentage gain of 41.18 over 
the corresponding period in ’36. The 
10-12.99 cubic foot units increased 


41.64 per cent over the first four months 
of last year; the sizes over 13 cubic feet 
showed a sales increase of 97.10 per 
cent during the period. This trend de- 
finitely indicates that Madam Housewife 
wants, and needs, plenty of space for 
storing her meats, vegetables, and so 
forth. 

The figures 


following refrigerator 














1937 is the best Fan Year since 1929 
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Cat. No. 750 


Cat. No. 270 


The HUNTER-Century line includes: 


Get your share of this business 
mine. ... . ae 


HUNTER Century 


ALL SIZES ALL STYLES 
If you haven't cashed in on the HUNTER 


Century line to the limit as yet— now 
is the time. Fans from $3.50 to $71.00 list. 
All types guaranteed for from | to 5 years. 
AIR-SPREAD type has chromium blades 
and guard, grease packed ball bearings — 
no lubrication for 10,000 runnings hours 
— 5 year insurance guarantee. 


Cash in on the outstanding, largest 
selling fan this year. Slight delay in 
deliveries due to exceptional demand. 


HUNTER FAN and 
VENTILATING Co., Inc. 


50 YEARS OF SPECIALIZATION IN FANS 
Factory: Fulton, New York 


General Sales Offices: Memphis, Sterick Building 


Desk Fans 
Wall Fans 
Pedestal Fans 


Ceiling Fans 
Ventilating Fans 


Exhaust Fans 


Eastern Sales Offices: New York, 92 Warren St. 


Atlanta Boston Chicago Cleveland 
Dallas Detroit Kansas City Memphis 
New Orleans New York City St. Louis 
Philadelphia Pittsburgh Washington 








were prepared by the Edison Electric 
Institute. 


aR sop lee cers se 335,214 
RO vette bos aa xe eA 304,089 
ee Wa OE ss i owe ne <s nee 1,104,919 
ee MA OEE, gi ne oad vce bee 875,048 





IRONERS 


The sales curves showing the compar 
ative figures of ’37 and ’36 ironers are 
anything but regular. In January and 
February of the current year, ironer 
sales were well above last year. March 
slipped fom last year, but April sales 
were above those of ’36. In May, once 
again a dip from the previous year. 

These figures are given through the 
courtesy of the American Washing Ma- 
chine Manufacturers’ Association: 


SO Oe. <i ec ates ieee eke 12,062 
EE ks bh ek Pareee 14,840 
NE OUR so gu ae 79,941 
Paee Wiek. Oe: dia sca keen 76,828 





WASHERS 


The electric washer picture is cheer- 
ful, because not only are more units be- 
ing sold, but the average selling price is 
up over last year. In other words, the 
higher priced models are selling well. 
There has been an increase of 63 per 
cent over last year in sales of washers 
retailing at $70 or more. 

The following estimates of washer 
sales have been submitted by the Amer- 
ican Washing Machine Manufacturers’ 
Association. 


Electric Washers 


RS Seo 8G 4 isin ng he eee 142,651 
a inca hs Naloee eke scat 126,030 
ee NE eos ks cco e awn 725,671 
Pape Mee ee es coe ne ees 630,808 


Gas Engine Washers 


ee Ee d5.5 sede inenke ban 17,595 
on, PEL, OE ae eee ee 18,793 
Pawe MOS, "BAe eke ow vo oe ei 80,584 
pove anes. “AO. foie os Poss 79,553 





RANGES 


The records show that the electric 
range is finally coming into its own. 
Range manufacturers of NEMA report 
good gains over 1936. March was 52 
per cent over last year and April sales 
showed a gain of 35 per cent over the 
corresponding month of ’36. 


I IN clin 0 Fee sso oh 44,087 
MS ceed oR Gu bb 8k eae 32,502 
RE Ee. © SE a ee OR 142,333 
Pe 40 OS kk ARR OS 91,436 





CLEANER SHARK 


The gentleman who is responsible for 
the sale of Universal vacuum cleaners in 
the New England territory is none other 
than Jack Cawley. Jack has done his 
part in spreading the name of Landers, 
Frary & Clark among those Yankees. 


VACUUM CLEANERS—— 


The sales charts of both floor and 
hand type cleaners are encouraging. 
Herewith are estimates submitted by the 
Vacuum Cleaner Manufacturers Asso- 
ciation to show the sales job that is be- 
ing done. 


March, ’37....148,113 floor cleaners— 
52,301 hand cleaners 
March, ’36....114,001 floor cleaners— 
35,878 hand cleaners 
Four mos. ’37—493,472 floor cleaners— 
173,318 hand cleaners 
Four mos. ’36. .379,377 floor cleaners— 
114,234 hand cleaners 


VEAL Loar 

SPICED Ham 

ee at 
SPICED ROLL 
LUNCH ROLL 
TOMATO & Eas 
MAM £86 © CELERY 
VEGETABLE 
TOMATO & LeTTuce 





HOT STUFF 


The caption definitely refers to that 
Campbell's soup, for it isn't our aim to 
put our necks out too far. The young 
lady has found another good use for 
the Proctor Roast-or-Grille. According 
to her, the electric roaster keeps the 
soup at the right temperature and 
patrons are pleased. 














4 : J : them (the customers) 
iF SEE is the slogan of dealers 
~ § and power companies who, 
right now, are successfully 
promoting these two natu- 
rals for summer sales! And 
here’s how! (Here are three 
powerful promotions for your 
dealers.) 


l Forthe Roast-or-Grille, 
caus undenniantia ane Proctor has developed the 

wind xit eatabae first fully successful free 
trial offer! It convinces the 
women in their own homes 
that for hot weather cooking 
(and for cooking the year 
‘round) nothing can com- 
pare with the Roast-or-Grille! 


LIGHT AS A 
Ath 2 For the Blue Streak 
Iron, Proctor has developed 
- the first display ever to 
actually show the heat spread 


evenly over the sole plate 
in less than a minute! Women 
see the heat, feel the light 
weight—and the sale is made! 


And for the complete 
Proctor line, Proctor offers 
special summer deals that 
bring the famous all inclu- 
sive display, Proctor’s Profi- 
Table—or the ProfiTable Jr. 


Here are the products, the 
promotions that turn dog 
days into “dough” days! 
Write for the full details 
today! Proctor & Schwartz 
Electric Company, 7th & 
Tabor Road, Philadelphia. 


PROCTOR 


IRONS - TOASTERS + WAFFLERS 


And ROAST-or-GRILLE, complete portable electric cooker. 

















No. 37 


@ The outstanding 
cleaner value of the 
year - completely ball! 
bearing - efficient - 
economical. 


No. 147 


@ A sensational hand 
model cleaner with a 
BALL BEARING MO. 
TOR DRIVEN BRUSHI 


TWO CLEANERS FOR THE 
PRICE OF ONE 

















@ Please send full information on PREMIER, 
regarding : 

(_] Dealer Franchise [] Distributor Franchise 
Name 


Address 
City 














Show the Power User 
HOW TO SAVE MONEY 
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Be Bi ha SS oe os oe 
Anaconda Wire and Cable Company 


25 Broadway, New York City. 
Please send copy of your new “Industrial Guide.” 


nouncements in this series appear in important na- 
Also copy of your “Wiring Survey.” (If you already 
have one of these books, check the one wanted.} 


Reproduced here is an advertisement in Anaconda’s 
“Modernize Wiring” campaign. This and other an- 


tional magazines reaching the business executive 


Signed__ 
Company 
Street_ 


City_ 


Sales Offices in Principal Cities 





















SPRING BRINGS showers and flowers 
and smiles. The latter to faces of elec- 
trical men, for that is the time when con- 
struction gets under way. Joseph 
Drucker, manager, and Irving Radin, 
purchasing agent, of the Stamford 
(Conn.) Electrical Supply Co. find the 


contractors busy, so all is well. 


SALESMEN. R. L. Corwin Jr., at the 
left, tells the trade of the Philadelphia 
area about the products of Curtis Light- 
ing, Inc. His friend with the striped 
shirt, W. S. Peterson, gives the counter 
trade of the Quaker City Electric Co. 
the kind of service they like. 


46 





TRENDS In COMMODITIES 








A monthly review of sales opportunities 


and market trends in various commodities. 


FARM LIGHTING 


Electricity is coming to the farms of 
America this year faster and faster, 
opening up a brand new market for 
lamps and lighting supplies and equip- 
ment. Approximately a million farm 
homes are already enjoying the bene- 
fits of electricity and this year it is 
estimated that 150,000 more will be 
wired for electrical service. 

Of course lighting is one of the first 
things that the farmer and his wife 
think of when the electric line comes 
down their road. But in most cases they 
will have to be educated and guided in 
the selection of their lighting equip- 
ment if they are to install lighting in 
line with their needs and with modern 
lighting practice. To this end one mant- 
facturer has just announced a new field 
tested farm lighting program for use 
by utilities and others who are inter- 
ested in developing the farm market. 

It is expected that this program will 
go a long way towards educating the 
farmer and his wife to a proper appre- 
ciation of the need for good lighting. 
The wholesaler, his salesmen and deal- 
ers, however, can play an all-important 
part in this plan by seeing that suitable 
lighting equipment is readily available 
when the new farm customer is ready 
to buy. 


TIME SWITCHES 


Early in the depression the demand 
for time switches for signs and store 
window lights fell off so rapidly that 
one manufacturer was led to the con- 
clusion that it had temporarily satu- 
rated this field. Not very long ago, a 
survey of this particular field was made 
in Westchester County, New York, 
with results that were considerably 
more than encouraging for further 
work in this field. 

Contact was made with nearly 9,000 
consumer outlets and the amazing thing 
was that approximately 800, or less than 
9 per cent, have what we term today, 
adequate window and sign lighting 
and modern electrically operated time 
switches. Approximately 2,100 had 
fairly good lighting but with obsolete 
types of equipment for both lighting 
and its proper automatic control. Over 
3,300 of these consumer outlets used no 





time switches and were termed totally 
inadequate from a viewpoint of in- 
tensity and arrangement. The balance 
of nearly 2,700 were not considered a 
prospective market as they constituted 
barber shops, cobblers, taverns, and so 
forth. Thus, the picture today indi- 
cates that the field for time switches in 
their original application is probably 
larger than ever. 

As time switches need to be properly 
installed, one of the best ways to build 
up additional business in this field is to 
supply your contractor customers with 
properly imprinted door tags. The Tork 
Clock Co., has available tags printed in 
three colors on high grade tag stock 
and die cut so they can be easily slipped 
around the door-knobs of stores where 
lights are found to be turned out dur- 
ing profitable hours. It is needless to 
say that wherever such lights are found 
to be burning all night, the door tag 
with a special notation should also be 
used. 


ELECTRIC HAMMERS 


Today’s electrical contractor who bids 
on industrial wiring must be equipped 
with tools for drilling holes in concrete, 
brick and stone. During the last ten 
years the electric hammer has been per- 
fected to a point where it does the work 
quickly, easily and profitably. For in- 
stance, a contractor on one job had 
22,000 i” XX 1” holes to drill for 
“Rawlplugs.” Holes were evenly spaced 
and the average drilling time was 120 
holes per hour. The hammer used on 
that job drills a %” hole 34” deep in 
one minute and its maximum capacity 
is 13”. 

Practically every electrical supply 
salesman sells expansion bolts or 
“Rawlplugs” and he should keep in 
mind that every quantity user of these 
items is a prospect for an electric ham- 
mer. He may have an old hammer 
that is out of repair and need a new 
one. The salesman should not wait for 
the customer to ask for an electric ham- 
mer, but attention should be called to 
the speed with which they drill concrete 
and masonry and the profit to be made 
by using them. If the order for ex- 
pansion bolts is a large one, the ham- 
mer would probably pay for itself on 
the one job. 
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BULLETIN 
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Helps to take THE MYSTERY out of Starters 








We believe the Trumbull Motor Starter Bulletin is the 
most comprehensive publication in its particular field. 
Forty-eight pages are packed with facts and figures which 
greatly simplify the selection of the right type of starter 
for the job it must do. 


Often an inexpensive MANUAL starter is adequate for 
certain duties. For other applications, it might be neces- 
sary to select the highest grade of MAGNETIC with all 
protective features. 


MANUAL STARTERS The mission of this book is to “help take the mystery MAGNETIC STARTERS 
All Manual types are discussed and out of starters’’ and in so doing save time, trouble and Sizes One, Two and Three — 71% to 
ictured in detail, rouped accordin expense to those who specify or purchase motor control 50 H.P. t ether with Contactos end 
to protective foatases and duties “2 equipment. Casbination Starters are shown in the 
fractional to 15 H.P. SEND FOR YOUR COPY TODAY. latest designs. 


A Valuable reference for all who buy, specify or use starters 


Lo TRUMBULL ELECTRIC MFG. CO. 

















ASSOCIATION ACTIVITIES 








E.E.l. MEN. When the E.E.I. Conven- 
tion was held in Chicago, the World's 
Fair Committee of that group had an 
elaborate display to show fellow mem- 
bers what will be going on in New 
York during 1939. Alfred H. Schoell- 
kopf is chairman of the committee and 
Louis H. Egan is a fellow member. 


NEW QUARTERS. Tis Philadelphia 
house recently moved from 5943 to 
6018-20 Market St. The photo shows 
but a small portion of the building, for 
it has three stories including the base- 
ment. Main features are: well illumin- 
ated window displays; a long sales 
counter with fast moving items stocked 
nearby; a duplicate stock for the ship- 
ping department; an elevator to facili- 
tate transporting merchandise from 
floor to floor; fine offices and a large, 
completely wired fixture room. 


Westinghouse Agent Jobbers 
Meet At Hot Springs 


Approximately 150 Westinghouse 
Agent Jobbers and headquarters execu- 
tives attended a meeting at Hot Springs, 
Va. from May 28 to June 1. C. W. 
Johnson of Johnson Electric Supply 
Co., Cincinnati, presided. 

Elections were held and the follow- 
ing men will direct the group’s activi- 
ties for the ensuing year: President, 
John S. Shaw,-Moore Handley Hdwe. 
Co., Birmingham; Vice-presidents, A. 
E, Allen, Westinghouse Elec. & Mfg. 
Co., Mansfield, and N. G. Symonds, 
Westinghouse Elec. & Mfg. Co., Pitts- 
burgh; Secretary, H. M. Moock, Moock 
Electric Supply Co., Canton; Assistant 
Secretary and Treasurer, H. T. Pritch- 
ard, Westinghouse Elec. & Mfg. Co., 
Mansfield. 

The executive committee is composed 
of C. W. Johnson, J. C. Schmidtbauer, 
F. T. Whiting, R. E. Imhoff, Karr 
Parker, W. I. Bickford, B. W. Clark, 
D. S. Youngholm, H. F. Boe, T. J. 
Pace and C. B, Stainback. 


Illinois Dealers Oppose 
Industrial Sales 


The practice of selling household ap- 
pliances through purchasing agents to 
employees of industrial firms constitutes 
a real problem for the dealer in these 


appliances. The sales through the pur- 
chasing agent are generally made 


through the manufacturer of the article 
or through his agent. The price to the 
employee is the wholesale list or a fig- 
ure slightly above the list. 

This industrial selling is so serious 
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in the Chicago area that the Illinois 
Radio and Electrical Dealers Associa- 
tion is concentrating its efforts on the 
problem in order to find a workable 
solution. 

According to George W. Rockwood, 
secretary of the Association, the prac- 
tice is spreading and is no longer lim- 
ited to the manufacturers and their 
agents. Certain dealers are now set- 
ting up “industrial plans” whereby em- 
ployees of industrial companies can 
purchase household appliances through 
their purchasing agents at a price only 
slightly in excess of the cost of the 
articles to the dealers. One dealer 
recently announced to _ purchasing 
agents a plan by means of which em- 
ployees could secure certain nationally 
advertised electric refrigerators at 
about 25 per cent or 30 per cent off the 
manufacturers suggested resale price. 

Dealers who are equipped to render 
the necessary service cannot afford to 
meet this competition. They must 
either secure the cooperation of the 
manufacturer or distributor to prevent 
this type of selling or they will have 
to seek some line where they can main- 
tain a reasonable mark-up which will 
allow them to operate profitably. 


Philadelphia Campaign Sells 
5,515 Electric Cleaners 


The Electrical Association of Phila- 
delphia concluded in April, the most 
successful electric cleaner campaign 
ever sponsored, locally, on this appli- 
ance. During the campaign period, 
5,515 electric cleaners, with an average 
retail value of $48.34 each, were sold 
by the 19 participating manufacturers, 
distributors, and the utility company. 

Promotion of the campaign was 
built around a premium in the form of 
a pin-it-up table lamp. The lamp, com- 
plete with combination base, shade, dif- 
fusing globe and cord, was given by 
the association in connection with each 
sale of an electric cleaner. 

The campaign was set up and or- 
ganized on the basis of a quota of 
3,000 sales. Of the 5,515 sales received, 
three distributors, with direct selling 
organizations, realized 31 per cent of 
the total. Fifteen distributors, depend- 
ing entirely on the retail dealer as a 
sales medium, received 67 per cent; the 
utility company received two per cent 
as its share of the total. 


Buffalo League Cruise 


The Electrical League of the Niagara 
Frontier held its 9th annual “Stag” 
outing on June 14. Aboard the lake 
steamer, S. S. Kingston, the men left 
Lewiston, N. Y., at noon, and arrived 
at Toronto for a two-hour stopover at 
6 P. M. J. K. B. Hare was chairman 
of the entertainmerit committee. 
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News FRom THE FIELD 





Westinghouse Supply Adds Space 


In order to provide more adequate 
facilities for the invoicing and billing 
departments in the Chicago Office, the 
Westinghouse Electric Supply. Co. has 
built additional space on their building 
at 114 No. May St. The new quarters 
provide space for 30 girls, with indi- 
vidual lockers for each girl. They have 
indirect lighting and will soon be sound- 
proofed. Additional warehouse space 
has also been secured at 1115 W. Wash- 
ington Boulevard. This space is adja- 
cent to the May St. office. 


Korsmeyer Represents Premier 


The Korsemeyer Co., wholesaler of 
Lincoln, Neb., has been appointed dis- 
tributor for the complete line of Pre- 
mier vacuum cleaners in western lowa 
and Nebraska. 


Square Electric Becomes 
Partnership 


The Square Electric Supply & Fix- 
ture Co., located at 208 Newark Ave., 
Jersey City, N. J., has been reorganized 
as a partnership. The present owners 
of the corporation, Herman Garfunkel, 
Jack Gibbs and Henry Aldersheim, are 
the partners of the new concern. 


Cars Carry Dealer Helps 


The eight men who cover the north- 
west Territory for the Westinghouse 
Electric Supply Co., to work with the 
dealer on improved methods of mer- 
chandising, have been equipped with 
paneled sedan cars. The cars, besides 
carrying the name of the company on 
the panels, also permit the representa- 
tives to carry advertising and promo- 
tional material. This enables the men 
to give whatever educational help may 
be desired by the dealer. 


Chicago Wholesalers Golf 
Tournament 


The golf tournament of the Chi- 
cago Electrical Wholesalers Association 
which, in addition to the wholesaler 
members, is attended by the executive 
heads of the principal manufacturers and 
their agents in this district, will be held 
on July 29, at the Elmhurst Country 
Club. This sporty private course with its 
beautiful club house will amply take 
care of the large crowd that is expected 
for the all-day tournament. Secretary 


McGivern extends an invitation to 
manufacturers and manufacturers’ 
agents in the Chicago area to partici- 
pate. 


Gross-Chew Expands 


The Gross-Chew Electric Co., of 85 
So. 4th St., Philadelphia, has moved 
into new and roomier quarters at 23-25 
So. 4th St. 


Graybar Employees 
Win Recognition 

During June, five Graybar employees 
will qualify for “Long period” service 
awards. In the twenty year group are: 
Len S. Colyer, New York salesman, 
A. W. Rimensnyder, assistant to man- 
ager at Philadelphia; R. C. Bousman, 
salesman at Philadelphia; and George 
J. Putnam, Atlanta salesman. Miss 
Grace L. Schafer, secretary at the Cin- 
cinnati office wins the 25 year service 
award. 


Service Electric Moves 
To New Britain 


Service Electric Supply Co., formerly 
located at 529 Ann St., Hartford, Conn., 
has moved its offices and warehouse to 
249 Arch St., New Britain, Conn. Les- 
lie N. Goff, formerly with the Spring 
& Buckley Electric Co., Hartford, has 
joined the staff of Service Electric. 
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IN ACTION. H. M. Shiroff, who man- 
ages the fixture department of Lighting 
Equipment & Supply Co., Philadelphia, 
was giving the low down to a customer 
when the camera clicked. Shiroff has 
been with the wholesale firm for the 
past five years. 


THE SHOW ROOM of the General 
Electric Supply Corp., Worcester, Mass. 
was chosen by this threesome of that 
house as a good place for the picture- 
taking to occur. R. H. Lyons, at the 
right, is responsible for the operations 
of that branch. Virginia Uskavet is the 
young lady who keeps the many details 
running smoothly and Edmund Talbot 
sees to it that the counter trade is well 
treated. 
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ManuFactTur_ers’ News 








NOW IOWAN. Busy phoning is T. 
M. “Ted” Jakways, who has been placed 
in charge of the newly opened Cedar 
Rapids office of Westinghouse Elec. & 
Mfg. Co. “Ted”, and his fellow-workers, 
will be in a better position to handle the 
increased business of 13 counties of 
northern Iowa. Jakways is a graduate 
of the course maintained by Westing- 
house at East Pittsburgh and has been 
in the Chicago territory for the past 
contacting the central 


Seven years, 
Stations. 





SALESMAN and office manager. The 
gentleman with the hat and folder is 
J. J. “Jim” Smith of Chase Shawmut. 
His companion with the big smile is 
Harold Newman, who runs the office 
of West Philadelphia Electric Supply 
Co. “Jim” contacts the trade in the 
vicinity of the Quaker City. 
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Webster Leaves Cutler-Hammer 
For Lord & Thomas 


Forrest U. Webster has resigned as 
merchandising sales manager, Cutler- 
Hammer, Inc., Milwaukee, to join 
Lord & Thomas, New York City. Mr. 
Webster is chairman of the advertis- 
ing committee of NEMA, and past 
president of the National Industrial 
Advertisers Association. 


New U. S. Rubber Appointments 


The mechanical goods division of 
United States Rubber Products, Inc., 
has announced that C. W. Gilmer, 
manager of mechanical sales, Seattle, 
has been transferred to the New York 
office, 1790 Broadway, New York City 
as belting sales engineer, operating 
under T. A, Bennet, manager of Belt- 
ing Sales. L. F. Koepp, formerly sales- 
man in the Seattle district, has been 
appointed to take Mr. Gilmer’s place in 
Seattle. 


Phelps Dodge Builds 


Wylie Brown, president of Phelps 
Dodge Copper Products Corp. announced 
the placing of a contract for the erec- 
tion at Yonkers of an addition to 
the plant of the Habirshaw Cable and 
Wire Division. The new plant will 
make all types of insulated power 
cable used by public utilities and indus- 
trial companies. It will more than 
double the Habirshaw facilities. 

The building will have three bays, all 
under cranes. The first floor will be 
reinforced concrete construction; the 
second floor will be of steel and sash. 
The land on which it will be built was 
recently acquired from the city of 
Yonkers and the Yonkers Yacht Club. 
This new plant will be equipped with 
the most modern type of machinery, 
testing laboratories and research lab- 
oratories. 


Crosley to Build New 
Plant at Richmond 


The Crosley Radio Corp. will build 
a new refrigerator cabinet factory at 
Richmond, Ind. This plant will re- 
place the one destroyed by fire during 
the January flood. In making the 
announcement, Powel Crosley, Jr., pres- 
ident, stated that it is not the intention 
of the company to curtail any of its 
activities in Cincinnati. It was stated 
that the new plant is part of the pro- 


gram of the company to add to its 
production capacity to still further com- 
plete its line of household appliances. 

“Selection of the site”, Mr. Crosley 
said, “was made after an exhaustive 
study of locations in and around Cin- 
cinnati. The location at Richmond was 
chosen because the site in Cincinnati 
is not adequate for the requirements of 
this operation, and the site at Rich- 
mond was especially well suited for the 
purpose. We are rebuilding on the 
site of the structure destroyed by fire 
and will use the building for packing, 
storing and shipping the various pro- 
ducts made in our main factory at 
Cincinnati.” 

The Richmond plant will be of one- 
story construction, 1200 feet long by 
200 feet wide, and will be located on a 
site of approximately 100 acres, north- 
west of the city, between the Pennsyl- 
vania and the C & O railways. Work 
on the ground will be started at once, 
and active construction of the building 
will start by August 1 and be com- 
pleted by December 1. 


Loving Succeeds Coward 
At Steel Tubes 


Howard H. Loving will be Steet 
& Tubes new representative in Kansas 
City. He spent two years in the Chi- 
cago office of the company, and has 
been its representative in Dallas for the 
past year. He is a graduate of the 
University of Illinois and Eastern State 
Teachers, Charleston, and spent several 
years in sales promotion work for the 
Public Service Co. of Illinois before 
joining Steel & Tubes. 


Sylvania Men Transferred 


Hygrade Sylvania Corp. announces 
the transfer of Howard J. Fairbanks, 
tube sales representative, from Balti- 
more to the Pittsburgh division, where 
he will be in charge of tube sales. He 
replaces B,. J. Erskine, who has joined 
the administrative department in the 
Emporium, Pa., offices. 


Glolite Corp. Moves 


The Glolite Corp., manufacturers of 
electrically lighted artificial Christmas 
trees, has moved its factory to Wau- 
kegan, Ill. The main office of the 
company will be in the Merchandise 
Mart, Chicago. The former location was 
at 216 W. Seigel St. 


Gawler Represents Boonton 


The appointment of Harry C. Gaw- 
ler as sales representative in the metro- 
politan New York area has been an- 
nounced hy the Boonton Radio Corp., 
Boonton, N, J. 
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mean profit 
for you! 


Illumination in industry is going up. In 
ever-increasing numbers there is a growing 
appreciation that better light means better 
sight and better, more efficient production. 
Make this definite trend to better lighting 
mean profit for you by pushing Type H 
General Electric Mercury Lamps. 

This modern light source provides from 
60 to 140% greater efficiency than other 
corresponding light sources. This added light 
per watt lowers sales resistance. Where a 
psychologically cool, white light is desired 
it may be obtained by combining mercury 
and incandescent lamps. Many conven- 
tional type luminaires for this purpose are 
now on the market. 

There’s profit for you not only in new 
business but in the steadily-increasing in- 
come from replacement sales which you can 
build. Write for complete details. 

Order your auxiliary devices which were de- 
signed especially for these lamps from the 
General Electric Vapor Lamp Company. Order 


the lamps from any of the seventeen Sales Divi- 
sions of the Incandescent Lamp Department. 


ELECTRIC 


810H 


General Electric Vapor Lamp Co. Incandescent Lamp Department 


891 Adams St., Hoboken, N. J. Dept. 165, Nela Park, Cleveland, O. 
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Wuatss NEW 





A Section Devoted to Manufacturers’ 


Descriptions of Their New Products 





Modern Percolator 


Known as the “Normandie” design, 


this percolator has simple lines. Makes 
drip coffee automatically. Seamless cop- 
per body is finished in “Diamond Luster” 
chromium. New dripless spout. Black 
bakelite handle and feet. Equipped with 
“Universal” patented pump and spreader 
plate. Aluminum interior fittings. Safety 
fuse plug and nichrome wire heating unit. 
Capacity, 7 cups; operates on 400 watts. 
Also available with sugar bowl and 
creamer in chromium plate, and matching 
tray. Landers, Frary & Clark, New 
Britain, Conn.—Electrical Wholesaling, 
July, 1937. 


Ventilator-Light 


For use in the modern kitchen, this 
new unit provides for both ventilation 
and illumination. Appearance resembles 
modern lighting fixture. Prismatic glass 
panels hide fan assembly used as exhaust 
system to draw off kitchen odors and 
force them through ducts in ceiling be- 
tween beams. In bungalows and one- 
story dwellings, no ducts are required, as 
exhaust into attic will assist in cooling 
attic space. Panels are set into chromium 
frame, removable for cleaning and re- 
lamping. Fan is 10 in., semi-pressure 
type. “Vent-o-lite” is available in two 





sizes, for installation in center of room, 
or over sink or range. Wall switch con- 
trols fan independently of light. Vent-O- 
Lite Corp., 168-20 Jamaica Ave., Jamaica, 
N. Y.—Electrical Wholesaling, July, 1937. 
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Dining Room Unit 


Designed to spot 32 foot candles on 
the center of the table, 15 foot candles 
on the outer edge, and 5 foot candles 
on eye level, this “controlens” unit gives 
general illumination by indirect lighting 
from ceiling. Light is diffused through 
luminous side panels. Available in either 
bone white and satin chrome, or bone 
white and gold finishes. Also obtainable 
in other sizes and styles. Gruber Bros., 





72-87 Spring St. New York City.— 
Electrical Wholesaling, July, 1937. 


Floor Polisher 


Developed to eliminate drudgery of 
floor-polishing, this new electric polisher 
relies on friction rather than weight to 


Sie Le ee 





perform its task. Brushes operate at 900 
revolutions per minute. Three-fold oper- 
ation, scrubs, waxes and polishes. Will 
clean all types of floor, including tile and 
linoleum. After polish is applied with 
specially designed brushes, felt buffers 
may be used to secure a high luster. 
Polisher furnished complete with kit and 
cord. Attaches to any convenience outlet. 
May be operated at three angles to suit 
personal preferences. Rubber bumper pre- 
vents scratching and scraping. General 
Electric Co., Merchandise Dept., Bridge- 
port, Conn.—Electrical Wholesaling, July, 
1937. 





Dual-Purpose Unit 


Features a two-piece reflector body to 
permit quick lamp installation or replace- 
ment. Cover glass permanently seals re- 
flector mouth. Unit permits use of either 
one 750-1,500 watt incandescent lamp, or 
one 400 watt mercury vapor lamp. 
Comes in two types: Concentrating, for 
lighting of high narrow bays, and spread, 
for ‘usé at lower mounting heights where 
more light is desired on vertical surfaces. 
Relamping is done by loosening wing nut 
and permitting lower part of reflector body 
to swing down. Made of aluminum, 
with radiating fin type aluminum neck, 
threaded to engage cast aluminum canopy. 
Canopies available in pendent or outlet 
box style. Pendent canopies tapped 4 
in. standard, % in. if specified. Outlet 
box canopies fit standard 4 in. outlet 
boxes. Reflector finished in black, with 
reflecting surface of “Alzak” aluminum. 
Cover is of clear glass. Neck and 
canopies finished in natural aluminum. 
Wheeler Reflector Co., 275 Congress St., 
Boston, Mass.—Electrical Wholesaling, 
July, 1937. 


Automatic Gluepot 


Quick production of workable glue, and 
regulation of glue temperature are the ad- 
vantages claimed by the manufacturer of 
this new automatic gluepot. Will heat 
rapidly to 140-150 degrees F., which tem- 
perature is factory set and automatically 
maintained. Gluepot consists of remov- 
able copper container for holding. glue, 
heated copper jacket in contact with glue 
container, and outer protective casing of 





heavy steel. Avail- 


Capacity, 2 quarts. 
able in 115 or 230 volts, a.c. or d.c. Gen- 
eral Electric Co., Schenectady, N. Y.— 
Electrical Wholesaling, July, 1937. 
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uick Sales— 


Quick Profits! 








Wherever you go COLORTOPS 
are the standard of comparison 
for QUALITY — UTILITY and 
SALES GETTING features. 


The many “PLUS VALUES” built 
into COLORTOPS have won_for 
them an_ enviable reputation 
among Utilities, Dealers and Job- 
bers everywhere. 


America’s Aristocrat of Plug Fuses 


SAVES TIME 





No guess-work, no time lost, when 
storekeepers supply electricians with 
“COLORTOP” Fuses. The capacity 

is known by its color. 









GENERAL OFFICES 
TRICO FUSE MFG. CO. 
MILWAUKEE, WIS., U. S. A. 


PLUS VALUES THAT SELL 


@ The Color Tells the Size 

@ All-porcelain Shock & Vent-proof top 
@ Cadmium Plated—for better contact 
@ Distinctive MODERN Design 

®@ Attractive 7-color Display Carton 


@ Five Leading Approvals 
@ A Million in a Million SHOW WHEN THEY BLOW 
@ Sold Nationally THRU THE WHOLESALER 


WRITE TODAY 
FOR SAMPLES AND PRICES 







— 
ee sie 


RENEWABLE FUSES 


with Tee famous 


POWOER-PACKED 
ELEMENTS 
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STOPS GUESSING 





~~ 
The perplexity of the consumer guess- 
ing the size fuse wanted is eliminated 
where “COLORTOPS” are sold. Re- 
placement fuses - bought by their 
colors. 
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CLamPs 


























Commercial Luminaire 


With a light efficiency of over 85 per 
cent, this improved “Magnalux” unit is 





suitable for commercial installations 
where high light efficiency is necessary. 
New design of hangar has only 9 parts. 
Uses one-piece swivel and hickry, and 
improved husk assembly which provides 
proper light cut-off, and permits shorten- 
ing the field to exact mounting heights. 
Rod supports used to position basin in 
horizontal plane. Westinghouse Elec. & 
Mfg. Co., East Pittsburgh, Pa.—Electri- 
cal Wholesaling, July, 1937. 


Automatic Roaster 


This new “Hotpoint” automatic roaster 
is intended for use in apartments, sum- 
mer cottages, auto trailers, etc. Will 
bake, boil, roast or fry. Equipped with 
thermostat control for alternating current 
only, adjustable to regulate temperature 
from 150 degrees Fahrenheit. While 
heating, pilot light above temperature 
control is red. Switch is designed with 
an “off” position. Operates on quick 
make and break principle, eliminating 
radio interference or overheating. Roaster 
lid is made of heavy gauge aluminum 
with two vents. Roaster lining and re- 
movable well are finished in two coats of 
vitreous enamel. Insulation is of sulphur- 
free rock wool on each of the four sides. 
Roaster may be brought from room tem- 
perature to 500 degrees in 20 minutes. 
Heating element made from nickel chro- 
mium resistance wire, designed to generate 
total wattage of 1320. Outer case fin- 
ished in cream baked enamel. Either 





aluminum or steel utensils available. 
Operates on 115 volts. Lists at $24.95. 
General Electric Co., Bridgeport, Conn.— 
Electrical Wholesaling, July, 1937. 








PROFITS now... 
when you sell the 


TELENCO ELIMINATOR 


Use it for telephone systems, intercommunicat- 
ing phones, dial systems, relays and other de- 
vices ~~ require a low voltage, pure direct 
current, 


@ No chemicals or moving parts. 
@ Even "hum-free"’ direct current. 
@ Special voltage control feature. 


Write for Bulletin BET-101 


TELENCO- Manufacturer's | 
ELECTRICOIL | Agents... 





COMPANY A few territories 


287 d are still open. 
ote ciccqgeige Write for details. 





New York, N. Y. 

















SIMPLE, ISN’T IT? 
ILSCO 






SOLDERLESS CONNECTOR 


NOTICE: The triangular wedge formed by 

the tang and V-bottom collar 

which forces the wire into a solid 

mesh— 

NO set-screw contact . . . 

NO flattening or separating of 
wires... 

NO limitation to one size wire . . 

NO shearing effect whatsoever . . 

special tools required to 

make connection .. . 


NO need for you to search any longer for the PERFECT 
Solderless Connector—WE HAVE IT! 








Ilsco solder lugs show the size of the largest 
wire they will take. 





FREE—A large display board, 
containing mounted samples of 
ILSCO lugs. Sent upon request. 











ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 
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WHEN THE SALE HANGS IN THE BALANCE 





84 PER CENT SAID, 
“GENERAL ELECTRIC” 


In a recent impartial survey, electric- 
appliance dealers and department stores 
were asked: 


‘‘What makes—or brands—of motors, 
in your opinion, would make it easier 
for you to sell appliances?”’ 


General Electric was named by 84% 





member that these are only a few 
of their many superior points. 
General Electric Company, Dept. 
6B-201, Schenectady, New York. ney — 








TIP IT YOUR 
WAY WITH 
G-E MOTORS 





HEN a prospect really wants 
an appliance but isn’t quite 
sure which make to buy, the mention 
of high-quality electrical features will 
often decide the sale. 


If the appliances you sell are equipped 
with G-E motors, you have this 
strong sales point. These motors have 
an enviable service record, and men- 
tioning them may be just the thing to 
change a prospect into a customer. 
Many appliance dealers already know 
that G-E motors are a definite sales 
aid. Note what they say at the lower 
left. 


If some ask why these motors are better, tell them 
about the indestructible rotor with the cast-aluminum 
winding that cannot become open-circuited or burn 
out; about the rings of springy rubber that isolate 
motor vibrations; and about the reliable starting 
switch that has been tested by more 
than a million operations. And re- 





Let @-& @@t@ee Bere. tee -$.F¢ 1 


GENERAL 


070-183 


ELECTRIC 
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SHAWMUT 


SHUR-LAG 


RENEWABLE 
FUSES 
RENEWAL 
SLLS 





200 6 250 


ws RENEW USE 1 
| NB. LAB. INSPECTED | 
KE CHASE-SHAWMUT 
seweuR pT 


MAXIMUM 
PROTECTION 


... yet greater 


For circuit pro- 

tection under all 
conditions a fuse 
has no substitute, 
because when a 
fuse blows, the cir- 

cuit is opened; and 
a fuse is not depen- 
dent on mechanical 
operation. 


time lag under 


The 
CHASE-SHAWMUT 


COMPANY 
NEWBURYPORT, MASS. 
e 


Fuse Specialists 
Since 1893 








unusual overloads! 
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James McGraw, Jr. Heads 
Publishing Co. 


Effective June 21, James H. McGraw, 
Jr. was elected president of the Mc- 
Graw-Hill Publishing Co. to succeed 
Malcolm Muir, resigned. Mr. McGraw, 
Jr. continues as chairman of the board 
and assumes the additional responsibili- 
ties of the office of president. 

Following his graduation from 
Princeton University in 1915, Mr. Mc- 
Graw entered the service of the com- 





James H. McGraw, Jr. 


pany and for twenty-one years has 
served actively in various posts con- 
nected with its publishing activities. 
After eight years of service with indi- 
vidual papers and groups of papers, he 
entered the general management of the 
company as treasurer in 1923, and be- 
came executive vice-president in 1932. 
In 1935 he was elected chairman of the 
board to succeed James H. McGraw, 
founder of the company. 

In 1932 and 1933, Mr. McGraw served 
as president of the Associated Business 
Papers and in addition to his work in 
his own company he has contributed 
generously of his time and effort to the 
advancement of business paper publish- 
ing. Thoroughly grounded in the edi- 
torial tradition, he has applied himself 
aggressively to keeping the business 
paper abreast of what is best in the 
modern publishing practice from the 
viewpoint of both readers and adver- 
tisers. 


Prominent Electrical Men Speak 
At Department Store Convention 


One session of the annual convention 
of the National Retail Dry Goods As- 
sociation, held at the Palmer House, 
Chicago, was devoted to a presentation 
and discussion of electrical subjects. At 
this session, on June 21, speakers were 
G. E. Whitwell, Philadelphia Electric 
Co., J. S. Bartlet, managing director of 
the Electric Institute of Washington; 
P. B. Zimmerman, general manager of 
appliance sales, General Electric Co. 
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NEW STYLE 
NEW VALUE 
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REG. U.S. PAT. OFF 






































AUTOMATIC 
ELECTRIC 





Private telephone systems offer an 
excellent field for sales promotional 
effort. By calling the attention of your 
prospects to the handsome modern 
handsets used in Automatic Electric 
Intercom. Systems, you'll make more 





sales—and make them easier! 





Produced by one of the oldest and 
largest manufacturers of public tele- 
phone exchange equipment, these in- 
tercom. systems are simple to install, 
convenient to use and thoroughly de- 
pendable in operation. Available in 
capacities of 2, 6, 10 and I1 stations, 
with wall or desk type telephones. 
Send for catalog and discount sheet. 


Automatic Electric Inter- 
com. Systems are de- 
signed for private 
service. They cannot be 
connected with the pub- 
lic telephone system. 


AMERICAN AUTOMATIC 
ELECTRIC SALES COMPANY 


1033 West Van Buren St. CHICAGO 


——— | 
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AMONG THE TRADE 





BY “BUD” CONKLIN 


Strikes have been occupying the head- 
lines for a long time and they contribute 
no benefits to the wholesaling game. 
In the steel area, wholesalers have lost 
many fine orders because of restricted 
production. Many distributors are los- 
ing orders because their suppliers have 
been short of steel. Last month a Phila- 
delphia wholesaler directly felt a strike 
and if customers wanted to enter the 
building they were obliged to wade 
through a mess of pickets 
Water Cooler sales are up again this 
year and when the year comes to a close 
it is estimated by A. H. Reinach of 
Kelvinator, that sales will be 40 per 
cent over 36. With the ravings of 
John Lewis falling on receptive ears, 
industrialists are glad to do anything 
possible to promote employee good will 
and in that job water coolers play an 
important part. Wholesalers’ salesmen 
should be in a position to sell plenty of 
water coolers to this market 
A Friendly and interesting organ is 
McGill News, published monthly by Mc- 
Gill The Electric 
Club of Detroit, a mighty live group, 
is now in its fifth year of existence and 
Harry C. Clarke, head of the Crescent 
Electric Co., has been named president 
for the ensuing year Fan 
Sales, in large volumes broke early 
this year, with the result that many 
wholesalers and manufacturers have felt 
the pinch. A week or two of cool 
weather will give both groups an op- 
portunity to stock up for the July and 
August hot spells Indianapolis 
auto dealers received plenty of publicity, 
eliminated a number of dangerous 
hacks, and opened the market for new 
car sales when they held the public bon- 
fire of old, second hand cars some 
weeks ago. Radio dealers might borrow 
the idea and open up the new set mar- 
ket by lugging the trade-ins to a vacant 
lot and touching off the match. 


a ae 


Wholesalers’ Salesmen, whether 
their territories are in the backwoods 
or in congested cities, have seen plenty 
of neon (luminous tube) signs. It might 
seem that the market is saturated but 
that isn’t the case for sign manufactur- 
ers are an imaginative and aggressive 
lot. They aren’t content with locating 
signs within stores, across the front of 
buildings and on the roofs. Today, neon 
is employed to outline entire buildings. 
The movement should delight whole- 
salers for it means the sale of additional 
transformers, wiring materials and usu- 
ally time-switches The Electric 
Range is netting distributors’ sales- 
men money these days and the water 
heater, considered to be approximately 
five years behind its “big brother,” is 
coming into its own. Encouraging is 
the fact that last year the sale of water 
heaters went 48 per cent above ’35. 
There remain “unsold” 10,000,000 wired 
homes in areas where it is economically 
sound to heat water with electricity. 
This market should be of interest to 
wholesalers’ salesmen in those various 
territories . . . C. J. Litscher, head 
of Litscher Distributing Co., Grand 
Rapids, continually pulls good sales 
stunts out of his grab-bag. One of the 
fatest dealt with non-metallic sheathed 
cable, a commodity handled by all whole- 
salers. He sent to 257 contractors an 
envelope containing a return-postcard 
and a six-inch piece of cable, with in- 
structions to use a knife on it. Soon 
17 cards came back with orders. Of 
these, six were “first timers.” The sales 
staff followed the mailing and sales on 
that commodity jumped 450 per cent 
over the previous month. 





RACING FAN. A Boston news photo- 
grapher “caught” V. C. Bruce Wetmore 
of Wetmore-Savage, presenting the 
Joseph A. Tomasello Memorial Cup to 
Jockey Johnny Jaekle for winning the 
race held in honor of the man who 
constructed the Suffolk Downs Track. 
Bruce is mighty interested in furthering 
the sport and devotes a portion of his 
time to the Eastern Racing Association, 
of which he is treasurer. Others are, 


P. B. Codd, Mrs. Tomasello and J. H. 


Connors. 
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PERSONALS 





T. H. Ratcuirre has joined the sales 
staff of the Revere Electric Co., Chi- 
cago, and is calling on the hardware 
trade in the Chicago area. He was 
formerly connected with the Bright 
Electrical Supply Co. 


HELEN Rose has been added to the 
home economics staff of Wesco. She 
will work with dealers in the demon- 
stration and use of home appliances. 

CarL Price, formerly division man- 
ager for Wesco at Sioux City, Ia., 
has been transferred to Omaha as 
division merchandise manager. M. M. 
WELSON succeeds him as division man- 
ager at Sioux City. 

Jerry Bartu is selling the Los 
Angeles territory for Naslund Elec- 
tric Supply Co., of that city. L. J. 
McLAuGHLIN has been made _ store 
manager. 


ArtHUR BoEHMER, formerly with 
Arvedon Bros., Lawrence, Mass., is 
now a member of the sales staff of the 
New England Fixture & Supply Co., 
Boston. He will travel in New Hamp- 
shire and Vermont. 


Jos. FEINER, covering metropolitan 
New York, is on the sales staff at 
G. & G. Electric, New York City. Sor 
SttveE has been made a counter man 
in the company. 


S. M. Mercer, traveling five nearby 
counties, is an outside salesman for 
Central Supply Co., Greenville, Ky. 
WILLIAM MITCHELL is new to the 
company as warehouse man. 


“Britt” CoLe, as a member of sales 
staff at the Davenport house of Cres- 
cent Electric Supply, is traveling east- 
ern Towa. 


C. D. Rets and K. RIcHARDSON are 
selling outside now for General Elec- 
tric Supply in Spokane. New office 
manager is H. N. Lunp. 


H. GREENBERG serves customers at 
the counter, and HELEN WEINTRAUB 
greets telephone callers at the West 
Philadelphia [Electric Supply Co., 
Philadelphia. 


Henry Reeves, formerly an electric 
kitchen specialist at the Cleveland 
specialty appliance division of the 
General Electric Supply Corp., has 
been assigned to the Boston offices. He 
will travel throughout New England in 
pursuit of electric kitchen equipment 
sales. 

Tuomas Huston has joined the 
staff of the Graybar Electric Company, 
Inc., at Boston, Mass., and will travel 
the state of Maine in place of Epwarp 
H. Given, who returns to the North 
Shore area near Boston. Both will 
make their headquarters at Boston. 
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NEW BULLETIN 


ON EXPLOSION-PROOF 


AND DUST-TIGHT UNILETS 


is important to your Contractors 





@ It will be well worth your while to see that your contractors receive 
their copies of this new Bulletin. It contains complete new listings, illus- 
trations and specifications on both the Explosion-Proof and Dust-Tight 
Unilets. 


Explosions resulting from the electrical detonation of gas or dust are 
eliminated by these Appleton Unilets. They are approved by the 
Underwriters’ Laboratories, which means they insure safe wiring. 


These Unilets are sturdily constructed of malleable iron for strength and 
durability. Cadmium coating makes them resistant to rust and corro- 
sion. They are built to last a lifetime. 


NEW BULLETIN JUST OUT 


Appleton Bulletin No. 1004 is just off the press and it is filled with valu- 
able information on wiring in hazardous locations. Write today for 
Bulletin No. 1004—"Appleton Explosion-Proof and Dust-Tight Unilets."’ 
There is no charge and no obligation. 


APPLETON ELECTRIC COMPANY 
1734 Wellington Avenue, Chicago, U. S.A. 


NEW YORK—76 Ninth Avenue DETROIT—7310 Woodward Avenue 
SAN FRANCISCO—655 Minna St. ST. LOUIS—420 Frisco Building 
LOS ANGELES—340 Azusa St. ATLANTA—203 Luckie St., N. W. 


APPLETON 


Explosion-Proof and Dust-Tight 


UNILETS 


REG. U. S. PAT. OFF. 
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OLIVER 
CLEVISES AND GUYING 
MATERIAL MEET EVERY 
CONCEIVABLE REQUIREMENT 


Forged for strength . . . shaped by the most 
modern methods which assure absolute uniformity 
in shape, dimension and fit . . . galvanized by the 
Oliver Double Dip Hot Galvanizing Process assur- 
ing maximum resistance to rust—these are ad- 
vantages that make Oliver Clevises and Guying 
Material preferred—everywhere. 


OLIVER IRON and STEEL CORP. 
PITTSBURGH, PA. 


OLIVER “are MATERIALS 


“APPROVED AND~ = Q@MMBACCEPTED SINCE 1894 























SIMPLIFY 
the 


WIRING JOB 





No. 330 “Latrobe 


woe | | ee 
the 




















Pipe support can be turned 
freely, nen Pagar pipe pe 
run parallel, or at right Vor us i yood installa- 
angles to beam. Eliminates aia ley 2 4 WHAT ‘wt “i : 
drilling or use of straps. CUSTOMER tions, and other locations 
Will accommodate sizes of free from moisture or me- 
%”, %” and 1” pipe to chanical injury 
steel beams %” thick. WITH ; . esi i 
A Complete WRITE 
RESIDENTIAL, 
COMMERCIAL, for 
INDUSTRIAL 
Line CATALOG 


“LOOR BOXES 
AND WIRING SPECIALTIES 
































FULLMAN MFG. CO. #enn’ 
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PRESIDENT of the West Philadelphia 
Electric Supply Co. is Nathan Newman. 
Newman's firm is now located in a 
spacious building at 6018 Market St. 
He is one of the old timers in that 
section of the city, as he went into the 
wholesaling game back some 22 years 
ago. 





LETTERS 





Financing Contractors 


To Tue Eprror: 

It seems as though almost every day 
a new contractor is born. These men 
are always able to secure credit for 
whatever they desire, a great deal of 
the time on the flimsiest promises to 
pay when the job for which the ma- 
terial is purchased is completed and 
paid for. 

Each of these new “chip-basket” con- 
tractors has to take his business from 
established customers who certainly 
should have some measure of protec- 
tion and support from the distributor. 
These newcomers may know how to 
wire a job, but they know nothing of 
how to finance it, and have only the 
sketchiest idea of how to figure in all 
the items of cost so as to be sure of a 
profit. 

The writer has seen many contrac- 
tors of this sort come and go. Some- 
times they are lucky enough to become 
established customers who certainly 
tractors in their own right, but very 
few of them actually get established. 
It seems to me that in every such case 
the distributor, who takes on and 
finances a penniless electrician with a 
“ven” for becoming a contractor, is 
being a traitor to the established trade 
that has given him his bread and butter 
for years. 

Such instances account for a very 
large portion of the distributors’ credit 
losses. They contribute a very consider- 
able item of his cost which could be 
minimized if properly handled. 


MELVILLE B. HALL, president 
Melville B. Hall, Inc. 
St. Louis, Mo. 
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OBITUARY 





Charles F. Birtman 


Mr. Charles F. Birtman, founder of 
the Birtman Electric Company, Chi- 
cago, passed away at his home on 
Tuesday, May 11, 1937. His death 
resulted from an X-ray burn which he 
received over 20 years ago while work- 
ing in his plant. Mr. Birtman was 
born in Lyons, N. Y. He spent most 
of his life in Chicago, having lived 
there for about fifty years. He is sur- 
vived by his widow and three children. 


Winn Succeeds Price As Head 
Of Boston League 


William V. (“Bill”) Price, of the 
General Electric Supply Corp., Boston, 
has handed the presidential sceptre of 
the Metropolitan Electrical League of 
that city to Joseph L. Winn, president 
of the Winn Electric Co., Cambridge, 
Mass. “Bill” was not allowed to retire 
to strictly private life, however, hav- 
ing been named chairman of the sing- 
ing contest committee for the League’s 
annual outing at Cohasset, set for June 
24. The other “impresarios” listed were 
Edward G. Rigby of Wiremold fame, 
Boston, and F. L. Mullett of the Boston 
Edison Co. 








TEXAS SUN cheerfully beats down on 
two of its aggressive sons. ]. P. Hamblen 
and Frank DeWalch are partners and 
fellow-managers of the Southern Electric 
Supply Co., Houston. The boys have 
been in business but three short years 
and are doing an extremely able job of 
wholesaling. 
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Heo} Teme aig - 


LOW CURRENT CONSUMPTION 


SHOCK RESISTANCE 
NO LAG 






calurces 


that keep 


NEON GLOW IbAWIPS 


IN STEADY DEMAND 


Here’s a full line of dependable, low-wattage lamps that moves 
fast .. . and with a minimum of selling effort. That’s easy to 
understand, when you consider the many exclusive advantages 
of NEON GLOW LAMPS. 

They have a normal life of 3,000 hours, and if burned con- 
tinuously, the largest size costs about 2 cents per month for 
current, Having no filament, they are highly resistant to vibra- 
tion and shock. Naturally, industry everywhere is using this lamp 
for pilot and indicator lights, and test lamps; and stores, theatres 
and other commercial buildings use them almost exclusively for 
exit lamps. They are available in five sizes ranging from 14 watt 
to 3 watts, and are furnished with bases to fit standard sockets. 
If you do not stock this line, let us send you full data on its 
profit opportunities. Write today . . . General Electric Vapor 


Lamp Company, 891 Adams Street, Hoboken, New Jersey. 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 














MS. TYPE 


B.N TYPE 
LEAD ANCHORS 





SONDUVIT CLAMP 





LET BOxX_AND 
FIXTURE HANGER 


PRING ! 
LE BOLTS 


(me. STEEL EXPANSION 


V.-£ SURROUND . 
“TT YOURSELF 





[cooc0 00000000000] 
PERFORATED 





HANGER IRON 


ROMEX STRAP 








SECTIONA 
S 


swit 
OXxES — 


WITH THIS GOOD BUSINESS 


Big volume, good profit and fast turn- 
over . . . do you like them? Then you 
will like Paine Products—anchoring de- 
vices and steady demand metal special- 
ties for every building job . . . inside 
and out. Finest quality and a straight- 
forward sales policy that will please you. 


SOLD ONLY THROUGH 


2949 Carroll Avenue, 
Chicago, Illinois 








RECOGNIZED 


The PAINE co. 


OFFICES IN OTHER LARGE CITIES 


Send for a copy of the new Paine Cata- 
log—most completely descriptive of a 
wide line of products for the electrical, 
hardware, mill supply and plumbing 
fields . . . consistently specified by ar- 
chitects and preferred by contractors. 
You need this catalog in your business. 


WHOLESALE CHANNELS 


79 Barclay Street 
New York, New York 














Varnished Cambrics in 36’ Rolls 


A Smooth, Tough, Flexible Insulation of Highest Quality 


ADE of selected cotton cloth woven from long 
staple yarn and treated, under highly accurate 
control, with successive coats of pure vegetable oil 
varnishes — insuring maximum tensile and tearing 
strengths, and uniform thickness, smoothness, tough- 


ness and flexibility. Geared to pass the most rigorous 
Available in yellow or 
black, dry, tacky or greasy finishes, 25 or 100 yard 
rolls. Salesmen’s samples sent when requested. 


electrical and physical tests. 


Acme Wire Products 


MAGNET WIRE — 


VARNISHED INSULATIONS — 





COILS — CAPACITORS 


THE ACME WIRE CO., NEW HAVEN, CONN. 
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TRADE BULLETINS 





Condensers—Bulletins, for engineers 
and manufacturers, covering measuring 
coils, condensers, dielectrics, and insula- 
tors at radio frequencies—Boonton 
Radio Corp., Boonton, N. J. 

Connectors—Folder, illustrated, gives 
data on line of insulated connectors for 
tapeless, solderless tapping.—Burndy 
Engineering Co., 459 E. 133rd St., New 
York City. 

Home Appliances—Revised catalog of 
line of appliances for the home, includ- 
ing irons, hot plates, toasters, grills, etc. 
—Proctor & Schwartz Electric Co., 7th 
St. & Tabor Rd., Philadelphia, Pa. 


Instruments—Catalog section, CS-43- 
600, 10 pp., describing new line of de- 
tachable instruments for outdoor and 
indoor service—Westinghouse Elec. & 
Mfg. Co., East Pittsburgh, Pa. 

Maintenance Equipment—Catalog, 76 
pp., illustrated. Price list, information 
and new equipment in cunmiplétely re- 
vised catalog covering line of mgtor and 
other maintenance equipment and elec- 
trical specialties—Ideal _Commutator 
Dresser Co., Sycamore, Ill, 

Switches—Catalog, .issued periodic- 
ally, with complete listing and new 
equipment of line of safety switches, 
meter service switches, service equip- 
ment, switch-centers, panels, circuit 
breaker material, ducts and fittings.— 
Bull Dog Electric Prod. Co., 7610 Jos. 
Campau Ave., Detroit, Mich. 

Tree Lights—Decorative lights for 
Christmas trees, candle-lights, wired 
tree bases and illuminated wreaths listed 
and pictured in color—Noma Electric 
Corp., 524 Broadway, New York City. 





CHICAGOAN. When R. R. Hill isn’t 
taking care of his duties as secretary of 
the Hawkins Electric Co., he is out on 
the road contacting contractors and in- 
dustrial electricians. He is a member of 
that school that really can land the big 
babies. 
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CLASSIFIED ADS 





Rates: Fifty words or less, one inser- 
tion $2.00, additional words two cents 
each, Payment in advance is required 
for advertising in this column. 


Position Available 


Supply Salesman Wanted to handle 
large industrial accounts in New York 
City. A successful old-established sup- 
ply house has an opening for a capable, 
experienced salesman with a demon- 
strated record of achievement in selling 
industrials, utilities and railroads. Sub- 
stantial drawing account and adequate 
expenses guaranteed against attractive 
percentage of gross margin in sales. 
Application desired only from a man of 
proved calibre who may desire wider 
scope for his abilities, such as afforded 
by the metropolitan market. All replies 
absolutely confidential. Our own sales 
force knows of this advertisement. Box 
71, ExecrricAL WHo esaLinc, 330 W. 
42nd St., New York City. 


Operating Specialist 


Consultant. Advice in the solution of 
warehousing, material handling and office 
management problems given on reasonable 
terms by one with many years operating 
experience in the electrical wholesaling 
field. Box 72, ELectricAL WHOLESALING, 
330 W. 42nd St., New York City. 








PHILADELPHIAN. Arthur M. Benedict 
was just leaving a wholesale house when 
the camera encountered him. Arthur 
contacts the wholesalers of that area to 
tell them about the lines made by Harvey 
Hubbell, Inc. 











Salability 


Panelloards 


“THE SIGN OF A BETTER JOB” 








Standard LNTP @® Panelboard 


.». One of the Big 


€) Popularity ... 


As a Wholesaler you are interested most in merchandise that builds 
more sales because it is easy to sell... that’s one reason why Whole- 
salers like to sell @ products. Here are others; all of them very helpful: 


1. 
2. 


3. 
4. 
S. 
6. 


Ready acceptance by Contractors, Architects, Engineers and Owners 
Easy to figure accurate prices on all types of Standard Panelboards 
because products are well cataloged, listed and described—includ- 
ing dimensional and reference data 

Convenient to carry in stock because of proper packaging and 
marking 

No comebacks or complaints because correct fit on the job is always 
assured by standardized unit construction 

Full and helpful co-operation of @ Local Sales Engineering 
Representatives 


Highest type of workmanship and quality materials—al iden- 
tified with the @ trade mark _— a pees 


It’s easy to sell @ Products. ... Take full advantage of the present 
building situation — stock @ products for new work, remodelling, air 
conditioning and extensions. .. . Get Catalog No. 56. 


Arank Adam 
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ELECTRIC COMPANY. 


ST. LOUIS 
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ELECTRICAL CONTRACTING 





The complete line— 





to find out 





WHAT TO BUY 
and 
WHO MAKES IT 





























NORTH\ QUINCY, MASS. 
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